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HANDS that reach 
for your Customer’s Dollar 


@ Greedy hands, nimble hands, worthy hands . . . a hundred hands reaching 
and clutching for each customer’s dollar . . . a hundred appeals to needs and 
desires and ambitions and vanities. € With so much competition for these 
customer dollars from outside our trade and industry, why should we elee- 
trical men waste so much money and energy competing with each other? 
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LET STRAIGHTEN YOUR 


hed 


APEX DELUXE 

REFRIGERATOR 

NO. DTL8— 
OPEN 


f, 
APEX DELUXE 
REFRIGERATOR 
NO. | 
CLOSED 


APEX DELUXE 
WRINGERLESS 
WASHER NO. 516 


APEX DELUXE 
_WRINGER-TYPE 
| WASHER NO. 38 


APEX 
WRINGER-TYPE 
WASHER NO. 63 


West of Denver 


APEX ROTAREX MANUFACTURING CO. APEX ROTAREX CORPORATION @ Cleveland 


, Ohio tHe rovert mircnent co., 


Oakland, California 


Lo 


the 


PEX cleaners, washers, ironers, and refrigerators 
A are nationally famous. In number of models 
and range of prices they constitute the most com- 
plete line of major electric appliances ever made 
and sold by one company under a single trade name. 


The complete Apex line includes an appliance to 
feature each season of the year. Each group begins 
with an attractive price leader and leads up by 
easy price-increases to deluxe models that have no 
equals in beauty, economy, and utility. 


To the consumer, Apex appliances represent the 
greatest dollar values obtainable .. . to dealers, 
quick turnover and steady, satisfactory profits. 


Sell the complete Apex line and your advertising 
and selling expense on any single item automatically 
creates a market for other appliances bearing the 
Apex name. And, most important, the satisfactory 
performance of each Apex appliance that you sell 
makes easier the sale of another to the same buyer. 


Therefore, the complete Apex line of cleaners, wash- 
ers, ironers, and refrigerators will help you straighten 
your sales curve, lift it to higher monthly levels, and 
greatly increase your profits. For catalogs, prices, 
and other information write to Department A... 
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APEX GELUKE 
CLEANER 


In Canada 
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FEW years ago the electrical 
contractors were quite irrev- 
oeably convinced that the 

electrical appliance business “be- 
longed” to them, because, forsooth, 
they were electrical men and this 
stuff was electrical first and mer- 
chandise afterward, and so, q.e.d., 
they had an exclusive proprietary 
interest in the marketing. 

It didn’t work out that way. The 
public, which has a disconcerting 
tendency to decide things for itself, 
took the point of view that appli- 
ances are merchandise first and 
electrical afterward, and so they 
patronized their accustomed house- 
wares sources. So in a very few 
years we find electrical items of 
various sorts being distributed via 
half-a-dozen non-electrical chan- 
nels. 

An extremely important fact in 
connection with this transition is 
that the non-electrical outlets are 
schooled gnd think in terms of 
commodity selling. Electrical ap- 
pliances to them are no different 
than porch furniture or wire 
nails. It takes conscious effort for 
them to sell in terms of a semi- 
technical specialty. 

It is Electrical Merchandising’s next 
big job to make this effort easier. 
Thousands of clerks, salesmen and 
merchandise executives in the non- 
electrical category are thumb-fin- 
gered when they pick up an electri- 
cal appliance. This is not a criti- 
cism or reflection, but a statement 
of fact. Our problem is to help 
them toward deftness and sales effi- 
ciency in electrical merchandising. 
We do not pretend to know the 
hardware business nor the depart- 
ment store business nor any other 
business than electrical merchan- 
dising—but we do know that. 

In this new format we believe we 
will be able to teach it more effee- 
lively. 


TERMS 


Clipping some thousands of electrical 
advertisements from the newspapers of 
the country, we get an uncomfortable 
eyeful of low down payment and long 
term offers. If pressure of competi- 
tion in terms becomes any greater, the 
housewife will begin to regard ten- 
cents-a-day for refrigeration as a gross 
extravagance. This type of selling has 


gone far enough. Has in fact gone 
much too far. This kind of merchan- 
dising gives the illusion of being a good 
gamble so long as volume is heavy and 
prices move up. But, when volume 
slows down, there is likely to be some 
acute headaches. 


COMMISSIONS 


Not the least of the problems 
brought up by ten-cent-a-day no down 
payment marketing is the problem of 
paying the salesmen. The merchant 
gets no money to speak of but still the 
salesman has to eat. This question has 
been given much anxious thought and 
at least one way of working it out is 
described in an article ‘“Piecework 
Commissions” on page 17. 


PRESSURE 4 


Time was when electrical appliance 
merchandising was just one of several 
fields dedicated to high pressure sell-, 
ing. Insurance was another one of the 
services and commodities that looked 
on high pressure methods as the sole 
means of attaining volume. High pres- 
sure is now weakening in our field but 
the insurance boys tell me they have 
pretty well dropped it. Low pressure 
according to sales observer Alan 
Streeter is now preached with fervor 
by both insurance and automobile sales 
managers. Maybe so, but there’s al- 
ways competition. Pressure will al- 
ways have to be high enough to keep 
both salesman and prospect awake. 


IRONERS 


Among the new highs being report- 
ed, it is especially good to note the 
record being made by ironing ma- 
chines. The April figures show factory 
sales of 10,336 table models against 
3122 for April last year. The ironer 
has a higher market potential than any 
other motor driven appliance, and with 
the accelerating rate of growth pro- 
vides the dealer with a year-round and 
profitable opportunity. Also it would 
be smart of the power companies to 
get into the field with some cooperative 
promotion. Three years ago Electrical 
Merchandising published a set of fig- 
ures that put the ironer in its place as 
the fourth major load builder. 


COOPERATION 


There aren’t many 
new ideas, but there 
are lots of good old 
ones. For instance, 
the Rhode Island Elec- 
tric League in Provi- 
dence dusted off the 
collar - on - the - milk - 
bottle idea and with 
the help of fifty milk 
men put it to work 
with plenty of results. 
Of course, it couldn't have been done 
by one merchant working alone. And 
that’s just why the Refrigeration Bur- 
eau-League setup has such a substan- 
tial accomplishment to its credit and 
why it remains the most successful 
effort at cooperation this business has 
ever seen. 


REPORT 


The first report on electric refriger- 
ation by a committee of the National 
Electric Light Association came out in 
1925 and marked the beginning of in- 
tensive marketing of the now phenom- 
enally successful electric refrigerator 
A committee of the Edison Electric 
Institute, successor to N. FE. L. A., now 
brings out a report on air conditioning. 
This report is a remarkable job. An 
invaluable summary of progress, and 
a mine of market information. His- 
tory, is about to repeat itself. 


WEATHER 


It won't be long now before we 
hear the seasonal conversation on the 
summer slump. General business slows 
up in the hot months—always has, and 
will again this summer. There will be 
more head shaking than usual due to 
political reasons. Unprejudiced observ- 
ers, however, are confident that a re 
cession in July and August is natural, 
should be expected, should not be re 
garded as the prelude to disaster, but 
as a breathing space before a fall boom. 
As for the electrical appliance trade, 
wherever there is a summer slump this 
year it will be due to the fact that the 
merchant has stopped selling while his 
customers were still willing to buy. 
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Upper N. Y. State 
Appliance Sales 
Hit New High 


Evidence of the tremendous activity 
in the appliance business is reflected 
Albany- 
The first 
1934 are way ahead of 
the same period last year 

Washers and refrigerators regis 
tered the biggest increases according to 
the figures compiled by J. H. Van 
\ernam who is commercial manager 
of the New York Power & Light 
a Niagara-Hudson subsid- 
lary To Van Aernam in Albany 
ome reports of appliance sales from 


in the appliance sales in the 
lroy-Schenectady territory. 
four months of 


Company, 


5 ner cent of the merchandising out- 
13 cities and towns 

Washer sales for the first four 
months of 1933 were 1,018 units; for 
period this year they 
amounted to 2,549 units. Refriger 
ator sales for the first four months of 
1933 were 1,344 units; for the same 
period this year they amounted to 
2,994 units. 
Similar increases in sales have taken 


lets 


the same 


place in electric water heaters, ironing 
machines, radio sets, vacuum cleaners, 
commercial refrigeration and electric 
pumps. Electric ranges just about 
held their ground with 172 sales this 
vear to date compared to 179 last year 
lroners jumped from 56 units last 
vear to 133 units in 1934. Cleaners 
registered a big gain from 408 units in 
the first four months of 1933 to 1,244 
units for the same period this year. 
Radio sales more than doubled—1,300 
last year ; 3,024 this year 

Individual dealers contacted bore 
out the figures received by Mr. Van 
\ernam. The greatest difficulty was 
not in selling but in making deliveries 
In many cases this condition could not 
he helped—no one could have predicted 
the demand on the factories for wash- 
ers and refrigerators 

Whitney’s department store in Al- 
hany were 200 per cent ahead of 1933 
according to A. M. Jessen, 

inager of the appliance department 
Khiggest increase here was in refrig- 
erators 

Over at Troy, Russell Selkirk, who 
runs the appliance department at 
Muackenbush’s, reported that volume 
had jumped from $1,977 for April, 
1933, to $11,020 for April, 1934. 
May figures were running just as far 
ahead 


te late, 


Gordon L. Hayes in Troy, who 
operates one of the livest specialty 
selling operations on appliances in 


the East, reports that washer, ironer 
and cleaner sales are all running 25 


7.289 TVA Appliance 


Show In First Week 


GEORGE D. MUNGER 


Commercial Manager, 
Electric Home & Farm Authority 


per cent ahead for the first four 
months of 1934 over the same period 
last year. Washers, he remarked, 
were even beginning to run ahead of 
that: in April this year he sold 25 
washers whereas he had sold 22 in 
the first two weeks of May. 


LE 
EY": SENSATION A) 


When Frigidaire released their talkie on commercial refrigerating 


equipment selling, they did the thing up brown. 
at Warner Bros. theatre amid the white lights on Broadway. 


A first night opening 
We don't 


know how it came out in competition with Tarzan and Jimmy Durante. 


Tennessee Valley’s great appliance 
experiment got a head start at Tupelo, 
Miss., the week of May 21. 

An appliance show—devoted to the 
new TVA models of electric ranges, 
refrigerators and water heaters—was 
visited by 7,289 people the first week. 
It had been planned to register every- 
body attending the show, but so many 
expressed their willingness to fill out 
the cards and register that facilities 
were over-taxed and the idea had to 
be abandoned. At that, 940 people 
filled out the cards during the first 
three days. 

Dealers were enthusiastic over the 
results of the first public showing of 
TVA models. Not counting the last 
four days of the show’s first week, 
four Tupelo dealers had sold 137 re- 
frigerators and 36 electric ranges— 
two weeks business worth close to 
$35,000, according to David E. Lilien- 
thal, Electric Home & Farm Authority 
president. Residential consumption in 
Tupelo jumped 10,000 kilowatt hours 
in April, second month of TVA rates, 
over February, last month of rates 
under the old utility set-up. 

The 36 electric ranges sold in Tu- 
pelo, incidentally, just doubled that 
town’s range saturation. 

While dealers generally gave the 
most prominent display to models car- 
rying the TVA emblem, they reported 
a steady sale of heavier and higher- 
priced models. Factory men at the 
show were of the opinion that the ac- 
tivity had produced more real live 
leads and prospects than was com- 
monly the experience. No sales were 
permitted on the show floor, but busi- 
ness developed in stores. 

“Easily one-third and probably a 
half of our visitors are active pros- 
pects,” one local dealer said. “We are 
installing one range and a water heater 
in one home today and we delivered 
three refrigerators yesterday. We 
have sold fifteen TVA emblem refrig- 
erators and a number of water heaters 
since May 14.” 

Folders explaining the finance plan 
and copies of dealers’ contracts were 


being mailed to dealers in TVA terri- 
tory as rapidly as facilities would per- 
mit, according to TVA officials. Initial 
sales, they indicated, would be through 
250 retail outlets of cooperating util- 
ities and one hundred dealers. 

Participation in the TVA financing 
plan on appliances, Mr. Li -nthal 
said, would be open to all retaile. ; who 
are approved by the manufacturer of 
emblem appliances. When the manu- 
facturer has indicated his approval of 
the retailer as the sales outlet for his 
products, EH & FA will notify the 
dealer and will supply him with forms 
and finance charts, free of charge. 
Once the sale of an emblem appliance 
is made, the dealer delivers the pur- 
chaser’s contract to the utility serving 
the purchaser and the utility pays the 
dealer the cash sale price of the appli- 
ance less the down payment. 

A low finance charge will be made 
on purchases under. the time payment 
plan worked out by the Electric Home 
& Farm Authority. A_ single appli- 
ance may be financed over a period of 
three years or less. Purchase of two 
or more appliances will be financed 
over a period of four years or less. 
Down payment and monthly payment 
on a single purchase will not be less 
than $2.00. 

George D. Munger, formerly of the 
Central Hudson Gas & Electric Com- 
pany, Poughkeepsie, is commercial 
manager of EH & FA with headquar- 
ters at Chattanooga, Tenn. He has 
appointed Miss Eloise Davison to di- 
rect the domestic electric service pro- 
gram and take charge of cooking 
school and educational activities. A 
large part of the EH & FA’s promo- 
tional fund is to be employed in this 
direct contact method, rather than 
going for newspaper space. 

TVA appliances, on sale in the area 
covered by the Tennessee Valley Au- 
thority and also in Georgia and Ala- 
bama, through an agreement with the 
Commonwealth & Southern Corpora- 
tion (Georgia Power, Alabama Power, 
Tennessee Electric Power) are selling 
at the following price levels: Refrig- 
erators, $80; electric ranges, $77.50, 
and electric water heaters, $65. 
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Los Angeles Bans 
Substandard 
Appliances 


A substandard appliance ordinance 
based on similar lines than that in 
effect in other important centers of the 
country has been adopted by the city 
council of Los Angeles and signed by 
the Mayor, so that is goes into imme 
diate effect. The law provides, how- 
ever, that equipment already in the 
hands of the dealer may be disposed of 
legally, providing that it was duly 
registered within five days of the pass- 
ing of the ordinance. 

It is expected that the passage of 
this act will lead to similar provisions 
being adopted by the neighboring com- 
munities of Pasadena, Alhambra, Long 
Beach, Santa Monica and others. Glen- 
dale already had a law against the sale 
of substandard equipment but was un- 
able to enforce it to account of the con- 
ditions existing in Los Angeles. 

Full cooperation of the dealers in 
carrying out the provisions of this law 
is expected by R. A. Mannahan, chief 
of the Los Angeles Dept. of Elec- 
tricity. 
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CHARLES P. GOLDING 
Sales Manager, Western Mass. 
Companies. 


Gas Co. Retires: 
Amherst Switches 
To Electricity 


An unusual situation in electrical 
merchandising has just resulted in Am- 
herst, Mass., where the gas company 
has decided to voluntarily retire from 
service to its customers. Steadily ris- 
ing costs, losses over a considerable 
period and the inroads made upon their 
cooking load by electricity were chiefly 
responsible for the decision. 

Substitution of electricity for the 
gas service was the problem which con- 
fronted the parent company. How to 
go about it? Fortunately, of the 800 
domestic customers in this little college 
community, some 14 per cent were al- 
ready using electric ranges for cook- 
ing. Before making any point-blank 
announcement, however, the Amherst 
Gas Company decided that it would be 
wise to go around to their various cus- 
tomers individually and arrange to have 
them switch from gas service to electric 
as their individual needs required. 

The situation naturally created a 
windfall of business for the electrical 
dealers in the vicinity as the electric 
company does not merchandise and the 
customers of the retiring gas company 
were forced to find some other method 
of cooking and water heating. 

The electric company met the situa- 
tion as follows: Where the customer 
was using an old-type gas range, he 
was given his choice of three makes of 
3-unit, 14-inch oven cabinet type elec- 
tric tinges, installed in his home as a 


LAUNCHING A LINE 


F. S. Chase, president, Chase Brass & 
Copper Co., breaks a bottle of champagne 
to christen the skyscraper Chase Tower, 
East 40th Street, New York. The first 
time a building has thus been baptized, 
it was also the first showing of the new 
line of lighting fixtures produced by 
Chase. Fifty years ago this company pro- 
duced its first fixture part. Now it en- 
ters the fixture business not only with 
a full line of exceptional designs but 
with a marketing plan which includes a 
dealer franchise plan and_ instalment 
payment. (Further details on page 79.) 
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free exchange for his old gas range. 
Where the customer had a sufficiently 
recent, larger capacity, type of gas 
range, he was given the choice of the 
popular-priced 4-unit table model elec- 
tric range in three makes. 

If the customer liked none of the 
free exchange models and wanted a 
higher priced model, he pays the differ- 
ential price representing the difference 
in cost between the free exchange 
model and the one he wants to install. 
In every case, where the customer 
wanted the more expensive model than 
the free exchange range, the dealer 
making the sale received a $10 com- 
mission from the electric company as 
a reward for his efforts to popularize 
the higher-priced, more efficient ranges. 

The same held true of water heat- 
ers. The exchange water heater was 
a side-arm electric, a side-arm oil or 
a hod-a-day stove, installed without 
charge. Automatic water heaters were 
installed only when the customer paid 
the difference in cost. If the customer 
was using an automatic gas water 
heater he was offered an automatic 
electric in exchange but with a three- 
cent rate it has been difficult to push 
electric water heating. 

According to Charles P. Golding, 
general sales manager of the Western 
Massachusetts Companies, the public 
reaction to the switch-over has been 
very good. 


Housewares Show All Set 


The New York Housewares Manu- 
facturers Association's annual mer- 
chandise show at the Hotel Pennsyl- 
vania, New York, June 15 looks like a 
sellout. Up to May 20, with almost a 
month to go, 222 rooms had been re- 
served—tmore than the complete sub- 
scription of the 1933 show. 


The Ballykhoo at work in Providence, R. I., during Refrigeration Week. 


REFRIGERATOR BALLYHOO 


Providence housewives got a series 
of stimulating surprises during Elec- 
tric Refrigeration Week in that city. 

“Buy an Electric Refrigerator This 
Week” was the slogan, and some high- 
class promotion stunts, worthy of the 
circus, were snapped out to make the 
idea stick. 

Baby elephants rambled down the 
streets, the backs bright with refrig- 
eration hanners; movie houses’ lobbies 
became the scene of refrigerator dis- 
plays; distributor hoisted red 
“auction” banners outside his dealer's 
stores; airplanes zoomed over the city 
with blazing neon lights; chain stores 
gave food premiums with every box 
sold during the week; a_ ballyhoo 


for APRIL & MAY <ervice 
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Fresno Free Electricity Plan 
Boosts Appliance Sales 


Records of selling during the first 
month that the “Free Electricity” offer 
of the San Joaquin Light & Power 
Corporation has been in operation in- 
dicate that more refrigerators have 
been sold in Fresno during April than 
were sold in that city during the entire 
year of 1933. All electrical merchan- 
dising has been active, but refrigera- 
tors have unquestionably occupied the 
forefront of the picture. The record 
for last year was some 600-700, sold 
through all outlets. Records are not 
yet final, but a rough survey indicates 
that this figure has been well surpassed. 
One dealer alone, viewing his sales to 
date, announces a personal quota of 
600 refrigerators for 1934. 

The Free Electricity Plan of the 
San Joaquin Light & Power Corpora- 
tion, which was announced in detail in 
Electrical Merchandising for March 
and April, 1934, in brief, offers to 
domestic, commercial and agricultural 
consumers an unlimited use of elec- 
tricity for the two months of April and 
May, for which they are to be charged 
at the figure of their March bills. 
Should their use fall below their usage 
in March, they are billed for what they 
use at the regular rates. 

In response to early announcements 


of this coming event, dealers started to 
increase their selling staffs during Feb- 
ruary, with the result that a full two 
months start was obtained over usual 
years. It is difficult to know just how 
much of the increase in sales activity 
is to be credited to the Free Electicity 
plan, as the San Joaquin Valley enjoys 
far better business conditions this year, 
owing to the increased demand for 
raisins and grapes which came with 
Prohibition Repeal. But it is evident 
that it has had some effect. Apparently 
the Free Electricity offer has added a 
final argument which in many cases has 
been sufficient to bring a hesitating pur- 
chaser to final decision. Every dealer 
reports a number of sales which were 
timed for delivery on the day when the 
new rate (or absence of rate ) went into 
effect. One dealer had the experience 
on the first morning of the sale of hav- 
ing two housewives sell themselves re- 
frigerators over the telephone, without 
sales effort on his part. Ail the sales- 
man had to do was to go out and col- 
lect the contract. 

The report of increased business 
comes from all sides. C. F. Cowan, of 
the Hockett-Cowan Music Store and 
president of the local Retail Gas and 

(Please turn to page 68) 


wagon with the kind of blaring loud- 
speaker that makes political elections 
pretty painful was turned to account ; 
50 milk dealers stuck collars on their 
milk bottles warning the public to 
“Keep This Milk Cold! Buy an Elec- 
tric Refrigerator This Week!” win- 
dow displays, truck banners, stream- 
ers—all the paraphernalia of ballyhoo 
was brought into play. 

The whole idea behind the big 
noise, says Harry E. Dawson, man- 
ager of the Electric League of Rhode 
Island, was the belief that most people 
knew about electric refrigerators—the 
problem was to get them over that 
waiting period so they would go out 
and get themselves one. 

They did. In large numbers. When 
the smoke has all cleared away, Mr. 
Dawson opines, the waiting world will 
see that when Providence sets out to 
do a job they can’t be stopped by 
hell or high water. 

Cooperating distributots included: 
Kelvinator, General Electric, Frigid- 
aire, Norge, Crosley, Westinghouse, 
Leonard, Grunow, Copeland and 
Liberty. 
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Would License N. Y. 
Electrical Dealers 


As a means of raising revenue and 
prevent the sale of “unapproved elec- 
trical appliances,” an ordinance has 
been proposed in New York to license 
all dealers in electrical equipment. 
The ordinance was forwarded by 
Maurice P. Davidson, Commissioner 
of the Department of Gas, Water & 
Electricity. 

The measure, if passed, will affect 
some 10,000 retailers of electrical 
goods including department stores, 
hardware stores, stationery, drug, 
radio, electrical and novelty stores in 
the city. The license would be $15 
for the first year and $10 a year 
thereafter which would raise some 
$150,000 in revenue for the city. 

The principal object of the measure, 
Mr. Davidson said, was to “offer 
greater protection to the life and prop- 
erty of purchasers and to protect the 
legitimate merchant from the unfair 
competition of those who sold unsafe 
or unapproved merchandise.” All new 
types of electrical merchandise sold by 
all licensed merchants would have to 
be inspected by a corps of 100 inspec 
tors of the department and, if unap 
proved, may only be sold under the 
condition that a sign declaring the 
article “not installable in New York 
City” be placed on it. 

There have been ordinances in other 
cities covering the sale of sub-standard 
appliances but no licensing provision 
was invoked. 
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VITAL DISTINCTION 
PRODUCT AND 
PROPOSITION! 


‘ A beautiful cabinet... unusual con- 
To TAL ORDERS FOR THE i venience features...a mechanism* 


FIRST FOUR MONTHS OF | that sells itself on demonstration 
THIS YEAR EXCEEDED ... forceful campaign of magazine 


1933—THE BEST PREVIOUS 
SALES PERIOD. 


TOTAL SHIPMENTS FOR | and newspaper advertising...close ee 
THE ENTIRE YEAR OF ! cooperation with distributors and 0 

dealers. Write for specific details 


of the Norge plan. 


NorGE CoRPORATION 
Div. of Borg-Warner Corporation 
606-670 East Woodbridge St. 
Detroit, Michigan 


% THE ROLLATOR 
Smooth, easy, rolling 
power instead of the 
hurried back-and-forth 


Norge Rollator 
Refrigeration @ 
Aerolator Air Con- 
ditioners @ Electric 
Washers @ Broilator 
Stoves @ Oil Burners. 


action of the ordinary 
refrigerator mechan- \ \ / 
ism. Result—more cool- 
ing power for the cur- 
rent used. Only Norge has the Rollator. 
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T ISN’T lack of prospects or 

ability to buy that cramps our 

style as salesmen. It is because 
we continue to sell like grasshoppers, 
jumping all over with reckless abandon 
to get nowhere, rather than as bees 
who travel the straightest line to get 
the biggest amount of honey with the 
least expended effort. We need more 
“bee line” selling. That can come only 
from planned presentations that do not 


wander off into meaningless chan- 
nels. 
The average appliance salesman 


spends only 15 per cent of his time in 
the presence of the buyers and is only 
20 per cent effective in presenting his 
sales story. By using a daily time 
budget plan, he can increase the for- 
mer to at least 30 per cent and by 
redesigning his sales presentation, he 
can increase the latter to at least 60 
per cent. In these two ways, he can 
more than quadruple his earning 
power. 

Any home appliance worthy of your 
selling time, must answer an important 
home need in such a distinctive man- 
ner as to deliver user benefits greater 
than its cost. When fully understood, 
any prospect able to buy will insist on 
owning such a product because she 
realizes the cost is greater to be with- 
out it. There is a set of reasons that 
will deliver this understanding most 
effectively. Gather them, organize 
them, vitalize them and use them in 
the most powerful manner. That is 
all there is to planned presentation. 
It deals with the expression you use 
and the impression you make. 

The best of appliance salesmen are 
registering their sales impression only 
20 per cent. They haven't received 
it completely, nor are they delivering 
it well. Thus four of each possible 
five sales are lost.\ The richest oppor- 
tunity you have to increase your earn- 
ings is by rescuing the sales you are 
losing because of your poor expression 
of a poor impression. 

There are ten essentials involved 
in the effective registry of a sales im- 
pression. To find how well star sales- 
men registered under the most favor- 
able conditions, this test was made. 
Leading products in the refrigeration 
and washing-machine fields were 
analyzed and all of the points under 
these ten essentials which a salesman 
should use in delivering a 100 per cent 
effective impression were listed on a 
score card. We then picked out the 
best salesman on the floors of 32 
appliance stores, exposed ourselves to 
them as prospects, checked their actual 
with the possible under the most 
favorable conditions known; an inter- 
ested prospect and a product demon- 
stration in a confidence-creating store 
atmosphere. The test took seven weeks 
and much time and effort: 
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EFFECTIVE REGISTRY OF AVERAGE 
PRESENTATION OF 
STAR APPLIANCE SALESMEN 


Impression Essentials 


Description of Prod- 
uct Features 

Stress on Compara- 
tive Advantages 


Providing Proof on 


Each Major Claim 
Justifying the 


Pur- 
chase 

Appeal to Impelling 
Motives 

Appeal to Senses... 

Appeal to 
Reasons 

Attempted Agree- 
ments on Buying 
Decisions 

Effective Expression 
and Delivery > 

Correct Progressive 
Thought Move- 


ment 


of Registry ..... 


Possible 
Practical 
Per- 
centage 
of 
Points 
To Be 
Scored 


100 
100 
100 
100 


100 
100 


100 


100 
100 


100 
1000 


Actua 
Per- 


centage 


of 


That 
Were 


Scored 


46 
18 

9 
12 


17 
21 


26 


16 
18 


26 
209 


BUT their efficiency and 


earning can be raised through 


re-training. The fifth of a series 


by GERALD E. STEDMAN 


Vice President, The Cramer-Krasselt Co. 


Mind you, no theoretical compara- 
tive pattern was used. Only practical 
selling points and methods of expres- 
sion which a practical salesman should 
use were scored upon. And under the 
best conditions, the best salesmen only 
clicked a fifth as effectively as they 
should. So I go on record as saying 
that there is no greater way to increase 
your earnings than by improving the 
impression and expression of your 
sales presentation. Get your mind off 
the one sale you have made. Analyze 
the reasons why you are losing the 
four sales you might have! 

Redesign your sales talk to contain 
the most powerful impressions in re- 
lation to the ten essentials mentioned 
in the foregoing table. Most of the 
requirements have been described in 
previous articles of this series, par- 
ticularly last month’s discussion of the 
selling process. Gather all facts, proof, 
testimony and illustration that are 
necessary to deliver a 100 per cent 
effective impression on each of the ten 
essentials. Stop being a grasshopper. 
Organize a “bee line” presentation 
method. By this method, you can out- 
distance all competitors. 

Selling is a serious profession re- 
quiring much brainwork and practice. 
A major operation upon which hangs 
the life of a child, is never performed 
by a novice. It takes a skilled sur- 
geon. Likewise, a sales presentation 
upon which hangs the possibility of 
benefiting an entire family should 
never be performed in a_ slip-shod 
manner. Study! Become an artist! 
Improve yourself constantly! You 
have a serious responsibility and a 
remarkable chance to do good. Don’t 
throw it away. See that you register 
as near 100 per cent as possible. 

Although it is their job to do so, 
by actual research among 64 manufac- 
turers of home appliances, I only 
found four who had set down all 
arguments necessary to a 100 per cent 
impression in a clear-cut manner with- 
in a single cover. Evidently you must 
dig the dope out by yourself. Don’t 
try to do the complete redesigning job 


at once. 
each call: 


Analyze your progress after 


1. Did I gain prospect agreement on 
each point? 

2. Did I antagonize my prospect at 
the start by contradictions? 

3. Did I give the prospect a chance to 
tell his story first? 

4. Was I aggressive yet courteous in 
my talk? 

5. Did I put physical and mental 
force into my words and actions? 

6. Did I talk directly to my prospect? 

7. Did I fail to answer the prospect's 
questions fairly and completely? 

8. Did I manage the interview? 

®. Did I use the right words? 

10. Did I use strategy in handling the 
prospect? 

ll. Did I “sell the difference” and 
provide proof of my _ product’s 
plus values? 

12. Did I get as far along in the pre- 
sentation in this call as I should? 

13. In case the prospect failed to buy, 
did I make her feel hesitant about 
buying anything else until I can 
see her again? 


In addition to the usual equipment 
for an effective sales presentation, 
there are three indispensable items: 


(1) A COMPARATIVE RAT- 
ING CHART. Today’s prospect is a 
careful buyer who decides usually 


only after comparative shopping. You 
must sell the differences that make 
your product a better buy than any 
other she might select. Give her an 
intelligent and honest basis of com- 
parison by preparing a chart of all 
vital features which, if you fail to close 
her, may be used by her in her sub- 
sequent shopping to check off the fea- 
tures in which your product or others 
excel. The Dodge “Show Down” 
buying plan in the automobile field is 
an excellent example of helping, guid- 
ing and controlling the prospect's 
comparative shopping method. By 
making a list of all vital points to talk 
from and by having it columnized so 
that the prospect can check others by 
the same pattern, you can show your 
interest in helping her make an intel- 
ligent buy. If you represent the com- 
pany you should; this will increase 
the percentage of competitive solicita- 
(Please turn to page 74) 
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simple flat 


sells 


“OUR SIMPLE STEPS TO A IRONER SALI. 
FIRST, DON'T SCARE | USE HAND TOWELS 1 REMIND HER TO | BUILD CONFIDENCE IN HER OWN _ 
PROSPECTS WITH USE- TO SHOW HOW ADJUST HERSELF TO ITY BY HAVING HER IRON THE SH [CO 


LESS IRONER GYM.- 
NASTICS— DEMON. 
STRATE WITH FLAT 
WORK. THAT'S OVER 
80°. OF THE WASH- 
AND IRONING! 


SHEETS, PILLOW 
CASES AND TABLE 
CLOTHS ARE EASILY 
IRONED ON THE THOR 
IRONER. IT'S SIMPLER 
—LESS EXPENSIVE. 


TOWELS | IRONED—THEN | PRAISE 
WORK-—THAT'S COMMON SENSE 


THIS CONVENIENCE 
—SHE DIDN'T LEARN 
TO USE A SEWING 
MACHINE EXPERTLY 
IN A DAY EITHER! 


am 
da 
/ 
sect 


discover 


ES, we’ve been blind! We’ve been making a hard job of selling 
ironers—and all the time it should have been easy. Far easier! 


“Sure, you can iron some fancy things better with a flat iron!” 


Can you imagine an ironing machine salesman saying that? Yet 
it’s a proven fact that this unusual honesty is selling ironers! 


Any salesman now can sell a Thor Ironer on this basis. How? 
By simply telling the truth—forgetting exaggerated claims. Just 
admit that some fancy things can be done better with a hand iron! 


Hurt /roner sales? Not a bit of it! The fact remains that over 80% 
of the ironing is flat work—work that can be done on a Thor Ironer! 


Here’s how to do it: first give the two-towel Thor demonstra- 
tion we’ve shown at the left. Ask the prospect to try it as the 
second step—and she'll sell herself! 


Simple—very simple. But effective! Give the flat iron a hand! It 
fee bas its place and its job to do. Simple flat work—not ruffles— 
N is what has sold Thor Ironers. There has been over 93% increase 

in general ironer sales the first quarter of 1934! And over 192.7% 

sales increase in Thor Ironers in the same period! 


Ask for a copy of “21 Years”—the Thor booklet—the coupon 
LI is conveniently placed at the bottom of this page for your sig- 
yown nature. This is the meaty, se/ling booklet that Thor dealers used 


tHe s# to make this amazing record: 
PRAISE 


SENSE 


Over 60% of the ironers sold last year were Thor Ironers! 


>) HURLEY MACHINE COMPANY e 54th AVENUE AT CERMAK ROAD 


\ CHICAGO, ILLINOIS 


that 
ruffles 


ALL THREE FOR THE 
PRICE OF ONE 


» Thor Washer, Thor Speed 


lroner and Wringer are 
grouped ta torm a complete 
home laundry unit... the 
7 ee price of all three units meets 

~~ . competition! 


Clip This Coupon for “21 Years” —Thor Booklet 


Thor 
Hurley Machine Co., 
54th Avenue at Cermak Road, Chicago, Ill. . 


Gentlemen: 
Put a copy of “21 Years” in the mail for me right away 
.. I’m interested in this new angle on Thor Ironer Sales! 


Name 
Street City 
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A Village Store 
With A City Branch 


\ furniture store in a Michigan 
village with a population of 800 on 
May 15, this year, unloaded its fourth 
carload of washing machines since last 
\ugust. 

The store, operated by The E. J. 
Foster Company at Grass Lake, Mich. 
is as modern in its sales methods as 
large city dealers. Grass Lake is near 
Jackson, Michigan, which places the 
village directly in Jackson’s trade area. 
Folks in Grass Lake went to shop in 
Jackson. Not many in Jackson ever 
came to Grass Lake to shop. It just 
wasn't done. 

But The E. J. Foster Company 
“licked” that proposition. 

They opened an appliance branch in 
Jackson ! 

“A furniture store in a village of 800 
opens a branch in a city of more than 
50,000! And. furthermore, makes 
good in the Big City. 

Asked the reason why his store is 
able to sell the quantity of washers it 
does, E. J. Foster, proprietor, said 
with a twinkle in his eye, “First, we 
are an old firm. We're 47 years old. 
People know us pretty well. Second, 
satisfied customers send us other cus- 
tomers. The word is passed around. 
\nd thirdly, we believe in advertising 

the right kind of advertising. We 
use billboard space extensively, having 
six 24-sheet billboards within a radius 
of 25 miles. We advertise in our local 
newspaper weekly, and occasionally we 
advertise in neighboring towns also.” 

The main store is located on US-12, 
the trunkline across Michigan to De 
troit Tourists and travelers have 
come from lake to lake—which in 
Michigan means from Lake Michigan 
to Lake Huron—to buy at The E. J. 
Foster Company. The active trade 
area of the company 1S not quite so 
large, but covers 100 miles. In Jack 
son, the subsidiary appliance store 1s 
located in the heart of the business 
district. Mr. Foster knows that loca- 
tion pays. 


City Folks Buy 


Grass Lake is in the heart of rich 
farming country, but that is no sign 
that the farmers there are rich. A 
good portion of them now have elec 
tricity and can purchase appliances, 
but The E. J. Foster Company is still 
called on to supply gasoline washers 
It was partially due to the fact that 
the farmers did not have much avail- 
able money that The E. J. Foster 
Company opened its subsidiary, The 
Home Appliance Company in Jackson, 
last August. If the farmers couldn't 
buy, perhaps the city folks could. 
Perhaps both the farmers and the city 
folks could. They did. They do 

Refrigerator sales for the company 
have been increasing steadily. Mr 
Foster thinks the return of beer had 
something to do with the boom in 
refrigeration sales this year, telling of 
the case of one customer who selected 
a refrigerator to fit the number of 
bottles of beer he desired to consume. 
The householder is beginning to recog- 
nize the electric refrigerator as a new 
convenience also, Mr. Foster said. 
The store handles Sparton, Kelvinator, 
Leonard and Westinghouse refrigera- 
tors 

Since last August, when the Jackson 


store began active operations, the fur- 
niture store has been buying washers 
(Voss, Maytag) in carload lots. Be- 
fore that it always bought in broken 
lots. 

The E. J. Foster Company is a 
family affair. Mr. Foster is president, 
and C. E. Foster, his son, is assistant. 
P. J. McOsker is manager of the Jack- 
son store. 
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Refrigerators 
in 4 Months 


A total of 8,409 refrigerators were 
sold in Kansas City, Mo., during the 
first four months of 1934, according 
to Jerry Weston, who is secretary- 
manager of the Electrical & Radio 
Association of that city. 

Last year saw 10,300 units sold 
during the entire year; 1932 showed 
9,700 units disposed of and 1931, an 
even 10,000. So, for the first third 
of 1934, Kansas City has almost 
equalled the yearly records of the 
three previous years. 

The figures for the first four 
months, broken down, are interesting, 
too. They show how the sales jump 
with the warmer weather: January, 
690; February, 1,146; March, 1,943; 
April, 4,630. 


A. CURLAND 


$10 commission from the 
light company on every 
refrigerator 


Portland Launches 
Co-op Drive 


Under the auspices of the Electric 
Refrigeration and Cookery Council of 
Portland, Oregon, a schedule of co- 
operative sales activities has been out- 
lined for the early summer. This in- 
cludes two weeks on electric refrigera- 
tion, a month to electric ranges and 10 
days in each month to electric table 
cookery. May was given over to 
ranges and small table appliances. 
Washers and ironers will probably 
follow during June. 

In each case a considerable volume 
of general advertising is done by the 
two power companies serving the Port- 
land area, the Portland General Elec- 
tric Company and the Northwestern 
Electric, featuring the equipment in 
question, with a definite reference to 
dealer outlets. An effort is made to 
secure dealer tie-in of advertising, win- 
dow displays and store demonstrations. 
S. G. Ward, Graybar Electric Com- 
pany is acting chairman of the Council. 
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Norwich Municipal Pays 
Dealers For Appliance Sales 


Electrical dealers in the city of Nor- 
wich, Conn., are thanking their lucky 
stars—that they are electrical dealers. 

Beginning March 1, 1934, the Gas 
& Electrical Department of the city, 
a municipal operation, announced a 
plan to compensate dealers for sales 
of gas and electric appliances. Here’s 
what the dealer gets: 


- 


~ 


MRS. E. B. MARSH 
of the Nebraska Power Company has a jackpot of 
real silver for the boys to shoot at every morning. 


A Little Look Each Morning 
Peps Refrigerator Salesmen 


Went a ditty back in war times, “A 
dollar a day is the Government pay, 
my God, how the money rolls in.” It 
is rolling in these mornings for sales- 
men of the Nebraska Power Company 
right under their eyes, when Mrs. B. 
EK. Marsh puts 2% of the preceding 
day’s refrigeration sales into a jackpot, 
big, silver dollars that glisten. 

Each morning the boys get to sniff 
that money and imagine what they 
would do with it. At the close of the 


campaign 20% will go to the high man, , 


15% to the runner up, 12% to third 
prize winner. Ten per cent will be 
awarded fourth place, 8% to fifth, and 
the balance cut up evenly with the re- 
mainder of the crew of 14. 

To insure each man an equal chance 
the territory assigned is based on dol- 
lar volume of appliance sales, the pre- 
ceding year, rather than meters. 

“Tt is the offer of prizes within the 
average man’s reach, and constant re- 
minder of them that stimulates men to 
action,” says Mrs. Marsh. 


For every household refrigerator 
sold: $10; for every commercial re- 
frigeration job up to a ton: $20; for 
every electric range sold where gas 
service is available: $7.50; for every 
electric range sold outside of gas serv- 
ice areas: $25; for every electric water 
heater sold where gas service is avail- 
able: $7.50; for every electric water 
heater sold outside of gas service 
areas : $20. 

In addition there are offers of com- 
missions on sale of all gas appliances : 
$15 to $20 on instantaneous gas water 
heaters depending on capacity ; $15 to 
$20 on storage type gas water heaters, 
ditto; $5 for a tank water heater; $4 
to $7.50 on the sale of gas ranges de- 
pending on size, insulation, etc., and 
$10 on a gas refrigerator. 

In announcing the plan, the Board 
of Gas & Electric Commissioners said: 

“The Department will rely upon the 
dealers in the city for the sale of those 
appliances which are of universal use. 
Such a policy will leave the depart- 
ment’s personnel free to devote their 
efforts in particular to all proper 
methods of broadening the use of such 
gas and electric appliances as are 
in direction competition with other 

In addition, the Department agreed 
to pay dealers an additional and overall 
commission of $35 for every com- 
plete electric kitchen sold, equipped 
with range, storage water heater, re- 
frigerator and dishwasher. This com- 
mission applied only when gas service 
is not available. 

“Tt’s been a wonderful help to us,” 
said A. Curland of the Hanover Cur- 
land Piano Company. “Out of the 
$10 commission paid us by the De- 
partment of Gas & Electricity we give 
the salesman an additional $2.50 over 
his regular commission. The extra 
$7.50 enables us to do a more active 
outside selling job and to advertise 
more freely.” 

Hanover-Curland, whose entire busi- 
ness used to be in the piano and musi- 
cal instrument line, are now devoting 
almost all their attention to the sale of 
refrigerators (Kelvinator) and wash- 
ing machines (Westinghouse, Thor, 


Maytag). 
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Time To Wateh 
Credits—Rayl’s 


The Rayl Company, hardware de- 
partment store in Detroit, Mich., is 
attempting little high pressure sales- 
manship, in selling washers. The reason 
is that store officials do not believe credit 
conditions are yet ripe for rapid pro- 
motions. 

“Not enough time has elapsed since 
men began to enjoy jobs again,” one 
store official said. “Why, we have had 
men in here wanting to buy washers 
who had been on C.W.A. payrolls just 
a week—and hadn't even been paid 
yet. The automobile factories in 
Detroit are moving fast. When bus- 
iness recovery is completed Rayl’s 
will be in a position, we hope, to step 
back into intensive washing machine 
sales. 

“We used to give free demonstra- 
tions; we don’t any more. We never 
send out a washer from our floor now 
unless a contract has been made out 
and approved. We would rather sell 
fewer washers and help consumers 
maintain their credit than to have a 
lot of reverts. 

“We could afford to give home dem- 
onstrations when washers were sell- 
ing for $50 and $100. The machines 
could be sold even if they were 
brought back in as_ repossessions. 
There is little profit in washer sales 
today, so we must account for every 
dollar. We try to sell better washers 
today, instead of just price leaders. 

“April and May in the spring and 
September and October in the fall are 
still the best washing machine sales 
months. July and August are quiet, 
but we hope to make up the dip in 
sales through refrigerators. 

“Credit conditions have been loosen- 
ing up since March but we have 
learned to play safe during the past 
few years. We have no outside sales- 
men, depending on floor traffic and 
newspaper advertising to bring in 
prospects. Outside salesmen must. be 
backed up by free “demonstrations. 
Under our policy regarding demon- 
strations we cannot send out machines 
unless contracts have been approved. 
That is why we are not using outside 
salesmen now. 

“Rayl’s has been selling washing 
machines (Thor) for 26 years. In 
1928-29 we were selling 1,200 units 
a year, with an outside sales force of 
six men. Now we prefer to act as a 


Inspired 
Mis 


source of supply for customers. We 
stock Thor, Maytag, 1900, Easy and 
Williams washers. We hope to sell 
washing machines for another 26 
years and believe a conservative policy 
now is in keeping with present 
changes, instead of a scatter-brained 
revival of high-pressure methods used 
in boom days.” 
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388 Washers in 
Three Months 


During the months of February, 
March and April, the Dorris-Heyman 
Furniture Company of Phoenix, Ari- 
zona, sold 388 electric washing ma- 
chines of different makes at an aver- 
age price of $67.50 per machine. They 
bought them by the carload and simply 
set out to sell them. There were a 
number of special window displays and 
store demonstrations. It is a policy 
of the store, however, not to demon- 
strate in the customer’s home, nor to 
send out a machine on trial. The rec- 
ord is the more remarkable because a 
number of the local mail order houses 
were very active in this district during 
these months, featuring a cheaper line 
of washers. 


The Dorris-Heyman Furniture Com- 

pany lets the inhabitants of Phoenix, 

Ariz., know that it sells washing ma- 

chines. All trucks bore washing 

machine banners during the period of 
the sale. 


v 
Advertises For Old Washers 


Setting forth that a demand for 
used washers existed, the L. Fish 
Furniture Company in Chicago, re- 
cently advertised for old machines. 
Further down in their copy trade-in 
values of these outfits as applied on 
new machines were quoted, as follows: 
$5 on a $24.50 washer; $7.50 on a 
$54.50 value; $10 on a $64.50 ma- 
chine; $15 on a $79.50 item, and $25 
on a $109.50 washing machine. 


Introducing Mrs. H. H. Wyatt of Portland, Oregon; at the moment 
she is receiving a $500 check from the hands of Mayor Carson of 
Portland, as a reward for writing the best letter in the recent contest 
sponsored by the Easy Washing Machine Corporation. The competi- 
tion, promoted mainly through newspaper advertising in hundreds of 
cities and towns, brought letters from 7,302 women in forty-eight 
states, of which Mrs. Wyatt's letter was considered best by the judges. 
Second prize went to Anna A. Porter of Venice, California. 
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Pearson Piano Co. Selis 


100 Washers A Month 


Pearson Piano Company, 128 N. 
Pennsylvania Avenue, Indianapolis, 
Ind., has a washer division, and it has 
been averaging in delivered merchand- 
ise more than 100 washers (ABC) a 
month since the department was estab- 
lished June 17, 1933. 

That means that during the first 
year the department has been in exist- 
ence more than 1,000 washers have 
been sold. 

It is the little things that count in 
making sales, O. Brandenburg, wash- 
ing machine department sales manager, 
believes. Pearson’s depends on its ad- 
vertising heavily to bring in prospects 
but the store has other methods of 
making friends also. For instance, 
every customer is met at the head of 
the stairs leading to the basement de- 
partment and is greeted by a salesman. 
A pleasant “good morning” awaits 
customers and they feel they are going 
to get service just as a man driving 
into a gasoline filling station is cheered 
when the attendant meets him at the 
pump. 

Much of the business in the store 
comes from telephone queries regard- 
ing the advertisements and from drop- 
ins. Pearson’s is an old established 
house, having passed its sixty-sixth 
anniversary, but its arteries are far 
from being hardened. In its years of 
existence it had built up a reputation 
for reliability. 

Approximately 10 per cent of its 
washing machine prospects are picked 
up by salesmen who sell a piano, re- 
frigerator or radio and then make in- 
quiries regarding the family laundry 
question, Mr. Brandenburg said. The 
refrigerator or radio salesmen, 
although operating in a different de- 
partment, are authorized to close 
washer sales if they find the prospect. 


Check on Advertising 


The washer department has four 
outside salesmen, whose time is divided 
equally between floor periods and out- 
side duty. They follow up all leads 
secured on the floor themselves. A 
schedule has been worked out whereby 
all the men have at least one floor duty 
period a day. The specialty department 
stays open evenings until 8 o'clock, 
permitting floor periods of 8 to 12 
a.m., 12 to 5 p.m. and 5 to 8 p.m., with 
the odd man relieving during the day. 

Because so much of its promotion 
work is done through newspaper ad- 
vertising Pearson’s have developed an 
excellent check on how effective such 
advertising has been. The man who 
greets the customer at the stairs asks 
what brought the customer in and ii 


the advertising isn’t pulling that cam- 
paign soon is dropped. A teaser sale- 
price is used to draw floor traffic to 
the store but Mr. Brandenberg said 
the average sale amounts to better than 
$63 a unit. 

“We stay open at night to give our 
salesmen a chance for more floor 
duty,” Mr. Brandenburg said. “The 
night period gives an opportunity for 
both a husband and a wife to come in. 
We find we average one sale from 
every evening period. Of course we 
try to sell the housewife without her 
husband, but in a good many cases the 
woman wants her husband to see the 
machine before she buys it.” 
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Selling Nails 
and Washers 


Floor traffic in a hardware store is 
composed largely of men. Women 
do not go shopping in a hardware store 
to the extent they do in department 
stores or grocery shops. They do not 
need nails, tools and gadgets to any 
appreciable extent. 

Hence, washing - machine sales 
through a hardware store means that 
this reluctance on the part of women 
to shop there must be overcome. 

Herman Goldstein, owner of the 
Standard Hardware & Appliance 
Company, Monroe, Mich., employs 
several factors to attract the feminine 
trade to his masculine store. That it 
does so is evidenced by the fact that 
it averages three washing-machine 
sales (Apex, ABC, Maytag, General 
Electric, Thor) a week, employing no 
outside salesmen and depending on its 
floor traffic and newspaper advertising 
alone. 

If a man comes into a hardware 
store, such as that in Monroe, to buy 
nails, the salesmen do not attempt to 
sell him washing machines, too. But 
they have learned the technique of the 
chain-store druggist in making sugges- 
tions of other products, hoping to 
awake a need. The conversation easily 
is led into washing machine sales chan- 
nels. Washers tie in directly with 
hardware sales, and often a man buy- 
ing nails will bring his wife back to 
the store later to buy a washing ma- 
chine. Store officials say that contacts 
opened up with a family through the 
head of the house often are more bene- 
ficial than daytime canvassing when 
salesmen must contact the woman first. 
After all, it is the man who pays. 
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Ranges 


Plant a Casserole and Up 


Comes a Range Customer 


Compact Cooker Gives Taste of Electric Menu Possibilities 


Omaha—As sure as acorns grow 
into oak trees, the housewives who put 
$6.15 into casseroles may confidently 


he expected to become some day proud 
wners of electric ranges, in the 
pinion of Mrs. B. E. Marsh, sales 
manager of the Nebraska Power Com- 
pany 

“The nudge of something new to 
own is there,” she says, “and the sam 
pling ratio is right In comparison 
to the 98 ranges we placed in 1933 
(50 returns) we sold some 400 Ever- 


hot Casseroles, which are acting as 
missionaries to people who previously 
have known only the difference be- 
tween corn cobs and gas heat.” 

Selling casseroles is simple. A rap 
on the door and, “Madam, would you 
like to get an electric cooked meal for 
your family? We'll be glad to leave 
this casserole with you for a day, with- 
out charge. We want you to see how 
much more delicious food is when 
cooked with electricity. There's no 
waste and the juices are left in the 


vegetables. I'll leave it here, pick it 
up in the morning.” 
Five families a week are sampled. 


DRAMATIC TESTS PROVE 
AMAZING DURABILITY 


Drowned in Water... Frozen in Ice... 
Heated White Hot...Hammered and Twisted 
..» Yet Calrod Heats as Well as Ever 


ERE is conclusive proof that Hotpoint’s new improved 

Calrod Hi-Speed unit puts electric cookery on a new high 
level of economy and performance. These dramatic demon- 
strations are made with Calrod units taken from stock. Thou- 
sands of people have seen these tests without witnessing a 
single failure. Sell Calrod equipped Hotpoint electric ranges 
and insure customer satisfaction and freedom from service. 


DROWNED IN WATER 
Calrod’s efficiency 
is not impaired un- 
der water. ‘‘Flash- 
proof” terminal 
connections and 


glass sealed termi- 


nals insure against 
short circuit. 


Extremes in temper- 
ature are withstood 
without scaling, 
splitting or warping. 


HEATED WHITE HOT 
WITH OXYACETYLENE 
TORCH—THEN DASHED 
INTO ICE WATER 


Get in touch with 
the Hotpoint office 
nearest you and 
see this remark- 
able demonstration 
with your own eyes. 


Calrod’s amazing speed and durability does not slow up with age. 
Accelerated life tests indicate an average life of 7 years. Utility execu- 
tives, retailers, and housewives, in every section of the country, enthu- 


siastically praise the performance of Hotpoint’s amazing new Calrod. 


Range illustrated 
is the Chicagoan, 


FROZEN IN ICE— When current is turned on 
Calrod heats within ice, melts its way out. 


ELECTRIC RANGES AND WATER HEATERS 
EDISON GENERAL ELECTRIC APPLIANCE CO., INC., 5620 West Taylor Street, CHICAGO, ILLINOIS 


— 


TWISTED OUT OF SHAPE— 
HAMMERED AND POUNDED 


CALROD HEATS AS 
WELL AS EVER 
After the exces- 
sive abuse given 
during this test 
the same Calrod 
unit again goes 
back on the job 


“Friend Husband is invited to 
drop over to the downtown home 
economics kitchen and see a 
lunch prepared by the salesman.” 


A combination of meat, potatoes, and 
vegetables is suggested, and attention is 
called to the fact that the meat does 
not cook away, that vegetables filled 
with their own juices are more appe- 
tizing. 

Omaha women, won to electric cook- 
ery by better flavor and less waste, 
have their husbands enlisted through a 
unique plan. All Nebraska Power 
Company salesmen can don aprons and 
cook, are graduates of school. Friend 
Husband is invited to drop over to the 
downtown home economics kitchen and 
see a lunch prepared (on the house) 
by this salesman. He sits and smokes 
while the range does its stuff. 

Commonwealth Edison Company, 
and many other utilities fringing the 
middle West, are active in casserole 
sales in 1934. The versatility of the 


device in load building, plus its appeal 
as a bid of new merchandise is credited 
with the interest. 


MRS. B. E. MARSH, sales mgr., 


with casserole and salesman. 


v 


Trial Plan Results 
in 94 Per Cent Sales 


After five months experience with 
its trial plan for the installing of an 
electric range or water heater in the 
customer’s home at the nominal rental 
of 6c. per day, the El Paso Electric 
Company of El Paso, Texas, an- 
nounces that 951 of these appliances 
have been installed and that of this 
number 94 per cent have been pur- 
chased as a result of the trial. The 
offer closed on April 30. 
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K. C. Utility 
Goes to Rentals 


Building a campaign around the old 
adage “when a man bites a dog—that’s 
news!” the Kansas City Power & Light 
Company is off on what promises to 
be the greatest single campaign of its 
merchandising history. 

“When you can rent an Electric 
Range or Water Heater — That's 
news!” announced the first ad, follow- 
ing up that announcement with copy 

the advantages of electric cookery 
ind the fact that you can rent an elec- 
tric range for $1.25 per month or a 
water heater for only $1.00. 

The appearance of the first ad re- 
sulted in 19 contracts the very first 
day. By the end of the week 59 cus- 
tomers had signed on the dotted line, 
and as we go to press, nine days after 
the campaign opened, 106 contracts 
were in the hands of the department 
responsible for the sale and rental of 
water heaters and ranges. One out of 
every six, it is interesting to note, is 
a sale contract instead of a rental. 

Following two half page announce- 
ment ads of the above mentioned type, 
the campaign shifted to combination 
promotional and selling copy. 


“That's News!’ 


A cartoon illustration of “a man 
biting a dog” is a feature of every ad, 
serving to tie the campaign together. 
The remarkable response to the early 
ads indicates that the humorous angle 
has caught the public fancy. 

Not only is the “That’s News” 
phrase used in all newspaper ads, but 
it is constantly cropping up on posters, 
in direct mail, on truck panels and tire 
covers. Wherever the customer turns, 
she is confronted with some message 
about ranges and “that’s news!” 

The Kansas City Power & Light 
Company is campaigning two Hotpoint 
Ranges; one with four surface units 
and one with three. The water heater 
is a Hotpoint Vertiflow tank. Rentals 
on the ranges are $1.25 and $1.50; on 
the water tank $1.00 per month. There 
is, of course, no installation charge. 
The customer pays only the first 
month’s rental as a down payment, 
and is asked only to guarantee one 
year’s rental in a given location, pay- 
ing the remaining rental to complete 
the year in the event that a move is 
made before the end of the year. If 
the customer prefers to buy, a $5 down 
payment is made, and extended pay- 
ments are available. 

The Kansas City Power & Light 
Company has 100,000 meters, and has 
set a quota of 1,000 contracts for the 
first year’s business. 


800 at School 

The second week of the activity saw 
a Cooking School being conducted by 
the company in the interest of range 
rentals. Approximately 800 women a 
day attended the school, and many of 
the women signed for ranges before 
leaving the building on the last of the 
four days of the school. Mrs. Letha 
Strong, director of Home Economics 
lor the company, conducted the school. 

_The Range Campaign of the Power 
Company is under the direction of Mr. 
C. F. Farley, vice president in charge 
of merchandising, Mr. E. M. Howe of 
the Range Department, and Miss 
Lorance McKiddy, manager of Adver- 
tising and Sales Promotion. These 
three are veterans of a 1930 range 
campaign, B.D. (Before Depression) 
in which 1,100 ranges were put on the 
lines. The 1930 campaign was a 
straight sales program; no rentals. 


LEILA HYAMS, of Hollywood and the 
silver screen, not only owns an elec- 
tric range, but she knows how to use it 
herself, as shown in this view taken in 
her new Beverly Hills home. There 
have been over $50,000 worth of elec- 
tric ranges sold to moving picture stars. 


PACKAGE RANGES 
FEATURE CAMPAIGN 


Electric ranges, long sidestepped by 
gas selling Public Service Company of 
Northern Illinois, became piéce de re- 
sistance in that utility’s appliance sell- 
ing scheme in May. Heavy plugging 
will take place in territories served by 
electricity alone—customers in gas 
districts can enjoy same benefits if 
they wish. 

A “package” range, either Westing- 
house, General Electric or Hotpoint, 
is featured, with a price of $144.50 
including installation. Terms are $5 
down, $4.10 a month. Customers are 
given privilege of having range pulled 
and gas stove replaced if at the end 
of six months or a year they are dis- 
satisfied. Payments go for rent in 
this case. No carrying charge is made 


to any customer wishing.to pay up 
contract, $144.50, at end of first year. 
Unpaid amounts at end of year are 
charged 6%. 

Electrical dealers have the privilege 
of selling the “package” range under a 
dealer profit arrangement with Public 
Service Company of Northern Illinois, 
provided the range is sold installed. 
Wiring is being done by local contrac- 
tors under a specified layout and under 
local codes. 

From 1500 to 2000 ranges will be 
sold in 1934, Public Service executives 
estimate. New rates, with a bottom 
step of 2c., going into effect June 1, 
stimulate Public Service to a greater 
development of domestic load. 

A hint of hot water heated by elec- 
tricity is carried in the range advertis- 
ing, which mentions a combination 
range and electric water heater offer 
to customers. 
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mystery HIM 


To him, the watch is only a gleaming gadget that 
catches his sparkling eye and groping hands. 
And even to you, it may be news that 95 per cent 
of the parts of your watch are electrically heat- 
treated in furnaces that have heating-elements 
made of CHROMEL. This is the same Chromel 
that supplies the heat in your line of irons, 
toasters, percolators and ranges—and all other 
The same CHROMEL to which the 


device maker entrusts the good-will value of his 


devices. 


j 


AA. 


good name. Devices that are Chromel equipped, 
you may be sure, will not let you down. They 
uphold your gvod reputation with your customer. 
. . . If you'd like some new talking points on 
heating devices, we believe you'll find them in 
our booklet, The Friendly Enemy, which tells an 
interesting story of Chromel and its discovery. 
If you are concerned with heating-unit design, ask 
also for our Heating-Unit Calculator (Form KN). 


Hoskins Manufacturing Co., Detroit, Michigan. 
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Berton No. 5 — Oversize cor- 
rugated porcelain 
with insulating air spe 


Herton No. 1 4—Oversize corrugated Horton No, 2—Lorge corrugated tub Hor 
tub, steel jacket orcelain tub, chromium splash ring; bal- of porcelain; balloon roll wringer, top celain tub, partially corru 
e. Chromium | ame roll wringer; 3-wing built-up center lever release; 3-wing long stroke agitator; roll ey with © 
splash ring and trim; 4-coll Auto fin, long stroke | 4-in, agitator; sealed slow slow speed mechanism for long life, fully agitator, 4 wings; high 
er; 3-wing built-up agita- speed mechanism, rubber mounted motor. enclosed; rubber mounted motor. fully enclosed; rubber 
tor, sealed, slow speed mechanism ; 


tubber mounted motor 


HORTON 


Step-Up VALUE 


MAKES IT EASIER TO 


Step PRICE 


VERY model in this splendid new line of washers and ironers reflects 
Horton’s consistent achievement — more value per dollar! 


Equally vital to every dealer is the fact that this value is definitely marked 
throughout a broad price range — quickly demonstrated — instantly recognized. 


There is a Horton washer priced for every section of the market. As the price 
increases, the value actually steps up. It is a matter of simple salesmanship 
to find the price level at which a profitable sale can be clinched! 


Latest additions to the Horton line are three new 
ironers. Splendidly designed in the modern spirit, 
these ironers are priced to make the most of the 
rapidly growing interest in this appliance. 


Topping the line of washers is Deluxe Model 15, with 
the famous Horton Auto-Safe Wringer. Exclusive four- 
roll construction and automatic safety give this dra- 
matic feature proven sales value. 


Throughout the line are those elements of advanced 
design and quality construction which have marked 
Horton pioneering in this industry for 63 years! 


For complete information about the Horton line and details 
of the Horton franchise, ask your wholesaler, or write direct to 


HORTON MANUFACTURING COMPANY 
4602 FRY STREET « FORT WAYNE, INDIANA 


The Exclusive Horton 
4-roll Auto-Safe Wringer (left) 
combines automatic safety with 
greater ease and efficiency in 
wringing. A feature of dramatic 
power in closing sales. 


G@ OD NAME. 


Horton Standard Model Ironer, 
illustrated, is one of the three new ironers just 
added to the Horton line. Neatly styled in the 
modern manner, this new Horton has a 26-inch 
roll with full open end; new type shoe, and 
automatic knee or finger tip control. Mounted 
on an attractive table with drop leaf end. 


ALL ELECTRIC MODELS MAY GE HAD WITH POWER ORIVEN DRAIN PUMPS AT SLIGHT EXTRA COST. 


FOR 


FIRST BUILDER of washing 
machines in America, Horton 
has pioneered many of the 
greatest advancements in the 
history of the industry. The 
new line of washers and 
ironers embodies exclusive 
features of proven sales value. 
Horton quality eliminates the 
“service” problem. 


orton Ne. Standard size m Neo. @—Identical wi 
; 12 except powered 


ball 
md release; 12-inch 
mechanism 
motor. 


Finished in harmonizing shades of green. 
The Custom Model has hinged cabinet 
top, fully enclosing ironer when not in use. 
Finish is all white. Third model is an attach- 
ment ironer designed for promotional use in 
combination with Horton washers. 


four-cycle gasoline engine, single 


cylinder, air-cooled, built-in 
to, with separate oii and gas 
and convenient pedal starter. 
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How a 
Furniture House 


Uses the 


“This is how the women make use of the auditorium 
or club-room. Bridge parties, cooking classes, 
movies, lectures—whatever they want.” 


“THIS IS HOW THE BASEMENT 
USED TO LOOK,” says “Pop” Rose- 
vear. “Odds and ends of junk stored 


aw ay—” 


FASCINATED stranger once 
A asked “Pop” Rosevear what 


made him such a good sales- 
man. 

“You get these women just eating 
out of your hand,” he said. “What is 
it, sex appeal ?” 

“No-o-0,” Pop said. “It isn’t sex 
appeal. You see I used to drive mules 
out in California.” 

Being a man the stranger thought 
he began to see a glimmer of light. 

“And if you know anything about 
driving mules,” Pop said, “you know 
that the only way to get results is to 
sing to them.” He paused, “Sing to 
them,” he repeated, “and carry a club 
in your other hand.” 

Down at Chester, Pa., Pop Rosevear 
is still singing to them and the club is 
always there. The customers, of 
course, don’t know anything about the 
club because Pop doesn’t have much 
occasion to use it. When he has, the 
customers never know what hit them. 
They go home with a refrigerator, a 
range, a washer, a complete laundry 
sometimes and congratulate them- 
selves for putting something over on 
Pop. The odd thing is that Pop 
doesn’t seem to mind. 

He used to be with the Philadelphia 
Electric Company and then he spent a 
number of years travelling around the 


Cold Canvassing on the Outside 


is All Through, says ** Pop’ Rose- 


vcear of Feinberg’s. Chester, Pa. 


by LAURENCE 


“WHILE THIS IS THE WAY THE BASEMENT 

LOOKS NOW. A model electric kitchen, a model 

laundry, a breakfast nook and an auditorium that 
will seat 250 women.” 


country putting on shows and training 
dealers for manufacturers. , Now, tired 
of wandering, he is supervising the 
appliance operation of H. Feinberg, a 
large and old-established furniture 
house. With Pop—or Reginald Rose- 
vear—in charge of electrical appli- 
ances things have happened. Startling 
things, too, if you will bear in mind 
that this is a furniture house. 

To put his ideas into execution, he 
was fortunate in having the hearty co- 
operation of the present proprietors of 
the business, S. and I. Feinberg. For 
37 years in the furniture business, ac- 
customed to its long discounts, its 
small down payments and long terms, 
they had taken on electrical appliances 
and watched them grow in importance 
until today the $125,000 to $150,000 
annual volume, on appliances alone, 
comprises about 35 per cent of the en- 
tire store’s business. They annexed 
radio when it started its great rise and 
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“THIS MODEL LAUNDRY is designed to sell the 
complete equipment—washer, ironer and hot water 
heater. If the customer has hot water, we sell her 


the washer and ironer.” 


sold as many as 200 sets a week. To- 
day they are doing the biggest radio 
business of any other company in the 
county. 

To the brothers Feinberg, therefore, 
the prospect of expanding more and 
more in the electrical appliance busi- 
ness, seemed not only natural—it was 
common sense. S. Feinberg even 
goes so far as to say that they might 
not have stayed in business if it had 
not been for the radio, the washer, the 
refrigerator and other appliances. The 
necessity of enlarging their appliance 
operation and identifying their store 
more closely as electrical headquarters 
for their territory, required only the 
services of an experienced salesman 
and organizer. They found one in 
Pop Rosevear. 

Now to get to the nuts of this story, 
it is necessary to know that Pop Rose- 
vear had an idea. He had seen all the 
early days of appliance selling; the 


door-bell pounding, the big crews of 
salesmen who came today and were 
gone tomorrow; the high-pressure 
artists with hypnotic eyes and tongues 
that charmed dollars away from un- 
wary customers before they knew 
what they were buying. Those things, 
he felt, belonged to the early days of 
the industry when the products were 
new, hopes were high and the dough 
rolled in. But for a dealer to adopt 
such methods today or for manufac- 
turers to give a dealer a selling plan 
that presupposed merchandising 
set-up similar to the public utility or 
the specialty outlet, he knew was a 
sure invitation to the bankruptcy 
court. 

Things are different today. That 
was the main idea. So many million 
women have bought washers, so many 
million have bought cleaners, so many 
more have bought and are buying re- 

Continued on page 83 


‘4 } be 3 
— 
ton 
the 
the 
The 
and 
sive 
alue. 
the 
a 
1934 13 


ONOVER UISHWASHER 


Conover Exhibit, Electrical Building, A Century of Progress, Chicago, 1934 


MILLIONS WILL SEE THE 


CONOVER 


AT THE 


Again this year Conover Electric Dish- 
washers will be exhibited at the World's 
Fair, Chicago. And again thousands of 
live inquiries will be turned over to 
Conover dealers. 

This year, the name of each Conover 
dealer will be kept on file right at the 
World's Fair Exhibit. Prospects will be 
given the name of their Conover dealer, 
at the Exhibit, and will also receive lit- 
erature and follow-up direct mail from 


the factory—building sales for the dealer. 
The Perfected Dishwasher Line 


The Conovers of 1934 are even more 
practical, more fool-proof than those 
shown at A Century of Progress last year. 
The line includes three portable models, 
which require no installation, are easily 
demonstrated and sell at moderate prices. 


CONOVER 


1934 


WORLD’S FAIR 


The built-in kitchen cabinet type (Model 
KC-4--not illustrated) replaces antiquated 
kitchen sinks. It includes a Monel Metal 
sink basin and front opening dishwashing 
unit. Ideal for electric kitchen display 
and sale. 

Model AA-4 (illustrated below}—a 
popular Conover portable for average 
families; Model F-4 (illustrated below) 
—a deluxe portable cabinet model of 
same capacity as the AA-4; Model TR-4 
(not illustrated)—a large round portable 
for large families and small tea rooms. 

Conover sales are in the making for you 
right now. Get your name on the Con- 
over dealer list at the World's Fair. Wire 
collect or write for dealer proposition. 


THE CONOVER COMPANY 


3123 CARROLL AVENUE, CHICAGO, ILLINOIS 


DISHWASHER 


CONOVER PORTABLES ARE POPULAR SELLERS 


TRULY PORTABLE + REQUIRE NO PLUMBING INSTALLATION + ARE EASILY DEMONSTRATED 


MODEL AA-4 


MODEL F-4 


Barker -Fowler Electric 
Company of Lansing. Mich. 
contractor-dealers, split 
four ways—retail, construc- 
tion, supply and service—to 
achieve 8200.000 annual 


rolume 


RETAIL salesman isn’t sup- 
posed to know much about 
heavy construction wiring. 


Conversely, you could not expect a 
construction man to sell a washer or a 
refrigerator. 

Sarker-Fowler Electric Company, 
of Lansing, Mich., one of the largest 
electrical dealers in Michigan, learned 
that lesson long ago. If sales volumes 
were desired, specialization had to take 
place. The business had to be de- 
partmentalized. Ordinarily, Barker- 
Fowler company does a gross business 
of $500,000 annually. Even last year 
the company grossed $200,000. 

Today, the company has 58 em- 
ployes on its payroll. Business is 
divided into four divisions, 1) retail 
sales, 2) construction operations, 3) 
supplies and 4) service. 

“Our operations automatically drop 
into the various subdivisions,” Mr. B. 
C. Fowler, treasurer, said. ‘Smaller 
companies have the same problems, 
but are able to combine services and 
departments. We found it best to de- 
centralize. Departments function sep- 
arately, with little overlapping, and if 
they do overlap it is for the benefit 
of all.” 

W. F. Barker, president, added that 
subdividing the company facilitates 
accounting operations. “If a certain 
division is losing money we know 
about it immediately,” he said. “We 
can then attempt to plug the hole.” 

In Lansing, the buying public comes 
mostly into contact with the retail sales 
division of Barker-Fowler. Retail 


sales average $60,000 annually, Mr. 
Fowler said. 
The company went into retail sales 


in a serious way three years ago. Be- 
fore that, during its 20 years of his- 
tory, it was primarily interested in 
rebuilding electrical motors and in con- 
tract construction wiring. It was when 
the construction industry slowed to a 
standstill that Barker-Fowler added a 
retail sales division for washers, iron- 
ers, radios, refrigerators, vacuum 
cleaners, water coolers, lighting fix- 
tures and specialties (all General 
Electric). The company enjoys an 
exclusive G.E. franchise on major 
electrical appliances. 

“We sold approximately $40,000 
worth of major appliances last year,” 
Mr. Fowler said, “and plan to almost 
double that figure this year. Of total 
sales more than half were in refriger- 
ators. Electrical fixtures, on which 
we have averaged $25,000 annually 
over a period of years, accounted for 
$12,000 last year. 

“Ever since we began appliance 
sales our profits have increased. Last 


ABOVE 


The supply division. The 
department carried a stock 
inventory of $25,000 last 
year. 


LEFT 


All types of motors, from 
fractional h.p. on up. The 
lamp storage space is sep- 
arated from heavy ma- 
chinery by a wire netting. 
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RIGHT 
Oil-burner and air-condi- 
tioning demonstration 
room. Units in actual oper- 
ation. L. A. Parker, man- 
ager of the retail sales 
division, studies a lighted 
chart which explains the 
“innards” of the oil-burner. 


BELOW 


The service division is 
equipped to handle any 
electrical task. W. F. Bar- 
ker, president, watches a 
erew of repairmen at 
work, 


year business was more than 50 per 
cent better than in 1931. This year, 
during the first quarter, we accounted 
for $4,000 in January, $3,200 in Feb- 
ruary, $4,200 in March, and $6,500 in 
April. We expect to touch $10,000 in 
May and $15,000 in June, those two 
months being heaviest in refrigerator 
sales.” 

Barker-Fowler company follows a 
definite sales plan in its retail division. 
Salesmen meet every morning for a 
pep session to map out the day’s activ- 
ities. They do house-to-house can- 
vassing, being held accountable for 
at least 10 calls a day. Six salesmen 
operate out of the retail division, cov- 
ering a city with a population of 
75,000. 

“The salesmen find their own pros- 
pects,” Mr. Fowler said. ‘We do not 
allot definite territory to each man. 
We get business by canvassing, by 
floor traffic, and by ‘using the user.’ 
The men can call back on users as 
often as they wish. Maintaining con- 
tacts with customers develops ‘hot’ 
prospects; we know when we get a 
prospect from a customer he is a good 
one. 

“All salesmen take turns at floor 
duty, rotating through morning, after- 
noon and evening periods. If they get 
new prospects while on floor duty the 
prospect belongs to that salesman, un- 
less the prospect was sent in by an- 


The division the pub- 
lie comes most in 
contact with. The 
retail sales depart- 
ment, 


by 
Robert 6. 
Silbar 


other salesman. A card-index system 
protects salesmen who round up pros- 
pects. 

“The company aids salesmen on 
floor duty by maintaining an advertis- 
ing appropriation running from $3,000 
to $5,000 a year to attract floor traf- 
fic. Much of the appropriation goes 
for newspaper space, but we also use 
billboards, theaters, and promotional 
material and once a month we stage 
cooking schools or demonstrations.” 

new development at Barker- 
Fowler is the oil-burner and’ air-con- 
ditioning depargments, started last fall. 
A room has been equipped in the base- 
ment of its three-story building to 
demonstrate the General Electric oil- 
burner and air-conditioner in actual 
use, the equipment serving to heat and 
cool the entire building. 

The supply division carried an in- 
ventory of $25,000 last year and aver- 
ages $30,000, Mr. Fowler said. All 
manner of wiring devices, from heavy 
cable to specialties are handled 
through the division, a semi-jobbing 
trade being carried on with industrial 
plants and electrical dealers for a 
radius of 50 miles from Lansing. 
Mainly, however, the department is 
maintained to handle supplies for the 
store’s own construction department. 

The construction division at Barker- 
Fowler has no definite sales plan. 
Normally, construction business is 
largely a bid proposition. The com- 
pany does little soliciting, except 
through its supply department, al- 
though active, personal contacts are 
maintained with architects and con- 
tractors. Lloyd M. Richards is con- 
struction superintendent. 

In peak times $92,000 worth of new 
motors has been purchased through 
the motor division. Average volumes 
run from $30,000 upward, Mr. Fowler 
says. 

Officers of Barker-Fowler Electric 
Co. are W. F. Barker, president; F. 
N. Arbaugh, vice-president; B. C. 
Fowler, treasurer and general man- 
ager; and Herbert Greer, secretary. 
L. A. (“Stub”) Parker is in charge 
of retail sales. 
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| * There is MORE 
SPACE in the Estate 
BALANCED Oven— 
the lower unit is be- 
low the floor and the 
— is flush with the 

oven door. 
MORE SPACE, and 
inch is USA- 
BLE space—no hot 
spots, no cold corn- 
ers. Plenty of room 
for a big turkey, a 
complete oven meal, 
or 40 pint fruit jars. 


EXCITING NEW FEATURES— 


| value that you would estimate at no“ "™: 
| less than $135.°° —in Estate’s new 


| table-top range, made to sell for 
| $108.25 * 


as fast a clip as you expected—if you are losing sales to competitors— 
perhaps this sensational new Estate table-top range is just the pinch- 
hitter you need to knock out a victory this season. 


It’s not a “campaign special”—nothing has been skimped or abbrevi- 
ated except the price. 
beauty, with eye-appeal that will stop store and sidewalk traffic, and 
with a world of features on which you can base the sweetest story 
ever told in the electric range field. 


QUICK SHIPMENTS. Feature this fast-selling model in your June-July activity. 
Rush orders for stock or sample, specifying Model J-1564. Or, ask for Catalogue 
No. 96 for information on all models in the new Estate Line. 


carried to cooking top and used as saucepan in making 


THE ESTATE STOVE COMPANY, Hamilton, Ohio 


Warehouse stocks in New York, Boston, New Orleans, Dallas, 
Minneapolis, San Francisco, Los Angeles, Portland, (Ore). 


ESTATE ORIGINATED 
THE TABLE-TOP 


NEW MODEL 
ESTATE SETS A 
NEW STANDARD 
OF VALUE 


If your electric range sales have not started off at 


It’s a full-size, fully-equipped, full-porcelain 


°F. O. B. HAMILTON, OHIO 


SEE WHAT YOU CAN 
OFFER AT $108.25 


*& Estate BALANCED Oven with 

Control. Full-size (16 x 17% x 13), with ‘ibdibe’ 

usable space than in other ranges. % Removable 

Oven Bottom. % Rigidraw Oven Racks—firm and 

sagless in any position. % Independent-unit broiler, 
operated by separate position of oven switch. "% Smoke- 
less, double-searing broiler pan. Lower section can be 


gravies. % ThermEstate Oven Heat Control. % Four 
High-Speed Cooking-Top Units. * Big Roller-Sliding 


Utensil Drawer. % Recipe Card File. % Knife Sharpener. 
% Full white porcelain enamel finish, with black stainless 
porcelain top. 
ing-top lamp, $4.25. 


15 


mi | Wi tS OF 
OR | | SAE 
| 
da 
on- 
fix- 
nich 
ally 
er 
| 
fn wet 
| | 
| 
rom 
The 
sep- 
ma- 
ing. 
1934 = 
.. 


A BIG LEAP AHEAD TOWARD 


ULTIMATE PERFECTION IN ELECTRIC COOKING 


The Greatest Advance Surface Cooking 
Efficiency Since the Advent the Electric Range 


It’s as new in principle as it is in design. 


The surface units are enclosed in a heavily insulated compartment 
which brings surprising SPEED, increased heat retention and remarkable econ- 
omy of current. Cooking ODORS are positively eliminated by connecting the 
vent to an outlet. The entire compartment is insulated with half-inch asbestos 
cell. 


This design has all the convenience of a “table-top” range. The drop-leaf 
front of the surface cooking compartment forms a service top 15} by 39 inches . . . 
in the most convenient and accessible position. The compartment and top are 
brightly illuminated . . . lighted automatically when the door is opened. 


Large baking capacity is provided by two enameled, rock wool insulated 
ovens. The one to the right is for heavy-duty baking and broiling. It has two 
1500 watt units, controlled by “pre-heat, bake and broil” switch. To the left 
is an oven of equal size, for general baking, plate and food warming and similar 
uses. Both ovens are illuminated, with automatic switches on the doors. 

Electric Timer-Clock is equipped with a selector switch for optional control 
of oven, surface cooker, or appliance receptacle. 

The MONARCH F55G is finished in a rich Ivory Porcelain Enamel with 
black trim for contrast. All plated parts are Mircobrite, with the rich color of 
copper-nickel plate and the resistant features of Chrome. 


The entire cooking top and working surface of the drop-leaf front are 
marbleized “Dura-Glaz” .. . the acid resisting porcelain developed by 
MONARCH to give maximum permanence to surfaces subjected to hard usage. 


The following features are listed as standard on the MONARCH F55G: 


Four surface units including the new MONARCH “Hi-Efficiency” Cooker. 

New MONARCH Oven Temperature Control with illuminated dial offers uniformly accurate 
oven heat control. 

Pilot light to indicate when any one of the surface units or warming oven is on. 


“Hi-EMecieney” Double appliance receptacle. 


ard Equipment as One of the 


Cooker Stand- 


Four Surface U nite 
Write at once for photographs and prices. Be among the first to dis- 
play this sensational new range and you will benefit accordingly. 


Supplants both oven and surtace unit 
for certain types of cooking Gives 


marvelous results at extremely low 
current cost for roasting, Mewing or 
trying meats; for boiling or “‘water- 
less’ coo':ing of vegetables; or for 
slow cooking of cereals, preserves, 
soups, etc. Cooking is done in re- 
movable enamel inset with Pyrex 


giass cover 


860 LAKE ST., BEAVER DAM, WISCONSIN. 
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FIFTY CENTS 


is paid for each pros- 
pect’s name accepted by 
M. W. Andresen. 


APTAIN HENRY, in the 

Maxwell House Coffee radio 

hour, has two blackface come- 
dians called Molasses and January. 
“Run ’em on,” he shouts at any time 
the program gets dull. “Chase ’em 
off,” he concludes when he has had 
enough. 

This has been approximately the 
way the salesman question has been 
treated by most firms. Got a new 
proposition to experiment with—all 
right, advertise for “men of vision.” 
Put twice as many salesmen into a 
territory as it will stand. When the 
first ones get disgusted and quit, send 
out another wave of men. Get busi- 
ness at the salesman’s expense, all on 
a commission basis, of course. Figure 
that each man will stir up the terri- 
tory a bit, resulting in some sales, 
present or future. 

It hasn't been all one sided. Firms 
have had plenty of trouble with ad- 
vance artists, salesmen who were 
given drawing accounts and who never 
turned in a nickel’s worth of business. 
With men whose actions were just 
short of burglary, and a disgrace to 
the firm. 

As long as salesmen found it easy 
to get enough business to “iron the 
wrinkles out their bellies,” so to speak, 
the system persisted. When the gap 
widened between the first interview 
and the sale, they quickly lost interest. 
Salesmanagers discovered they couldn't 
control men on a commission basis— 
on the other hand they could not afford 
to put their talent on a drawing ac- 
count.. With millions unemployed, 
the summer of 1934 saw electrical 
dealers advancing the paradoxical 
question: ‘Where am I going to get 
some salesmen ?” 

“Your straight commission man 
today gives up because he isn’t prop- 
erly directed,” M. W. Andresen, man- 
ager of the home appliance department 
of the Mueller Lumber Company, 
Davenport, Iowa, states. “With a 
legitimate proposition, he’s bound to 
get business if he makes the proper 
contacts. The law of averages will 
do it for him. On the other hand, 
with a longer gap between first call 
and sale, he naturally has trouble 
financing himself. He is more dis- 
couraged, tends to drop into picture 
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A DOLLAR 


is paid for a visit to the 

evening demonstration—with 

older heads on hand to help 
out with closing. 


A HALF DOLLAR 


is forthcoming when the 
salesman brings his prospect 
on the floor. 


shows and pool halls oftener. We 
pay salesmen for contacts—and have 
found it satisfies both them and our 
bookkeeper.” 

The Mueller Lumber “Company, 
which retails in Davenport and dis- 
tributes Kelvinators among thirty 
Mississippi bank dealers, calls its sys- 
tem a piecework basis of paying sales- 
men. 

“When we advertise for men, we 
do not dress up the proposition. It 
is stated plainly what it is all about. 
All applying get a chance to go through 
our three-day school. Naturally, all 
do not look like good bets. I pick 
out the most promising men, and put 
them to work on a piecework basis— 
which assures them of eating money 
right off, if they will play ball.” 

First, the salesman is given to un- 
derstand that the company will pay 
50c. apiece for acceptable leads. It 


Piecework 
Commissions 


Mueller Lumber Company, re- 


frigeratordealersat Davenport, 


Towa, give salesmencommission 


instalmentsforleads, prospects, 


store visits. home demonstra- 


tions and sales 


is not possible for him to get them 
from the telephone book, as some 
specific information is required, such 
as the number in the family, and other 
data. A man has to make a call to 
get such a lead. Mr. Andresen checks 
the credit before accepting the prospect, 
refrigeration prospectus is prepared, 
and a credit of 50c. allowed as the 
card is made out for that prospect. 

It is well to note here an Andresen 
ruling. No prospect is recognized as 
belonging to the salesmen unless a card 
is in the index. Once on file, the 
salesman is protected for sixty days. 
This ironclad rule has saved many 
disputes. 

If he can persuade his prospect to 
visit the sales floor, the salesman can 
earn another 50c. Naturally, only one 
member to a family can be counted 
as a prospect. Once the customer is 
on the floor, the salesmanager is in- 


troduced, and gets a chance to help 
close the sale, aiding the green man 
over many a tight place. 

For a visit to the evening demon- 
stration by the prospect, the salesman 
can earn another $1. At this Tuesday 
night meeting, the Mueller Home 
Economist puts the refrigerators 
through their paces, and a congenial 
show atmosphere prevails, ideal for 
selling. Nearly always husband and 
wife attend. Often salesmen are able 
to round up half a dozen prospects for 
the weekly meeting, and with the as- 
sistance of older heads, most of their 
orders are closed here. 

An income of from $10 to $18 a 
week is right under the salesman’s 
nose—if he will do certain things to 
get it. And, if he does those certain 
things, the firm knows he will get 
business. This money is, of course, 
deducted from his ultimate commis- 
sion check. However, it is the cer- 
tainty each Saturday night of some- 
thing that the men like. On the other 
hand, if a salesman drops out of the 
picture, work can be carried on with 
his half sold leads. 

One of the most fertile sources of 
prospects is the Mueller hostess who 
calls house to house and helps wives 
with table setting problems, refriger- 
ator questions, and the usual line of 
home economics data. Regardless of 
the kind of refrigeration the house- 
wife has, the service is gratis, and the 
offer of a monthly magazine of recipes 
wins good will. Nearly half the 
Mueller leads come from the hostess. 
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Air Conditioning 


Prospects From 


Country Roads 


That more prospects for electrically 
| units in 


perated air conditioning 
obtained on a country 


homes may be 
road than from city streets is the ex 
perience of C. V. Soper, in charge of 
in exhibit and demonstration sup 
ported by the 


Southern California 


Edison Company mile 
Calif 


The one-room model bungalow used 
for demonstration purposes is estab 
lished on a federal and state highway 


in the midst of orange groves about a 


Air Conditioning 


ELECTRICAL 


ATR CONDITIC 


— The little house (right) on a 
country road that brought 
prospects in to see air-con- 

tioning 


and a half south of Glendora, 

The highway is designated as 
No. 66, and at this point it is inter 
sected by a minor highway of enough 
consequence to warrant establishment 


of a 4-way stop. Hence every mo- 
torist coming to this intersection must 
stop momentarily. Those using High- 
way No. 66 in either direction, can 
scarcely avoid seeing a large sign 


These Eleetrieal 
Products are being 
Advertised in TIME 


Alpine Sunlamp 


Atwater Kent Radio 


Crosley Shelvador Refrigerator 
Cutler-Hammer Safety Switches 


De La Vergne Air Conditioner 
Deleo Motors 
Deleo Furnace 


Dunn Brick Making Plant 


Elevette, Residence Elevator 
Emerson Silver Swan Fan 
Frigidaire Unit Air Conditioner 
Gamewell-Vitalarm 

General Electric Dishwasher 
General Electric Mazda Lamps 
General Electric Oil Furnace 
General Electric Radio 
General Electric Refrigerator 
Guthfan 

Guth Super IHluminator 

Iron Fireman 

Kitchenaid 

Kohler Electric Plants 
Olympic Sharpener 

Onan Electric Plants 

Parks Certified Climate 
Pep-Aire Humidifier 

Schick Dry Shaver 

Seott All-Wave Radio 

Servel Air Conditioning 
Square D Electric Equipment 
Sturtevant Air Conditioning 
Tavlor Instruments 

Warren Telechron 

Western Electric Hearing Aid 
Westinghouse Mazda Lamps 


Allegheny Metal 
Armstrong Cork 
Classified Telephone Directory 


Monel Metal 


Westinghouse Unit Air Conditioner 
York Air Conditioner & Refrigeration 


Allied Products Advertised in TIME 


Copper & Brass Research Association 


because 


Every week TIME is being read by 
the Best Customers in your terri- 
tory ... people who use electrical 
products in their homes, and in 


their businesses. 


You can make more sales by rec- 


TIME.-adver- 
Try it. 


ommending _ these 


tised products. 


TIME 


The Weekly Newsmagazine 


450,000 Best Customer Families 
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which declares that an air condition 
ing demonstration is being held at a 
point designated by the arrow, which 
points to the bungalow set back about 
150 feet from the road. 

“One doesn’t want crowds coming 
into his demonstration if he desires to 
obtain real prospects,” Mr. Soper ex 
plained. “When many people are 
passing in and out of the bungalow, 
none gets any conception of the con- 
dition of the air in the place, because 
the frequent opening of the doors 
makes it impossible for the equipment 
to demonstrate its efficiency. 

“Furthermore, where there are 
crowds, one doesn’t have time to ex 
plain to interested persons what it is 
all about; curiosity seekers take up too 
much time. Air conditioning is so 
new that it requires considerable ex- 
planation. 

“That is why we have just recently 
set up our demonstration on a country 
road. Fewer persons may pass, but 
out of those who do, only those who 
actually are interested will take time 
to come in and ask questions. We 
may not have more than 15 or 20 
visitors a day, but we wil! get more 
real prospects out of that number than 
we could get from a location, such 
as a county fair, where we had a 
thousand visitors daily. 

“Another revelation is that we get 
more visitors on week days than we 
get on Saturdays or Sundays. The 
Saturday and Sunday motorists are 
going places and going as fast as pos- 
sible. People who go riding on other 
days of the week are out for recreation ; 
they have time to pause here and there 
if something interests them. And, be 
cause they have time to ride around 
during the week, they are more than 
likely to be able to afford air condi 
tioning in their homes. 

“In this location, too, we are not 
dependent upon local people for our 
prospects. In fact there are not many 
people in this immediate vicinity who 
can afford air conditioning. (Glen- 
dora is a town of around 2,000 
people.) This highway is used by 
motorists from distant points. San Ber- 
nardino is 33 miles east. Pasadena, 
a town of a hundred thousand peo- 
ple and a wealthy town at that, is 20 
miles west. We get prospects from 
them. A few days ago a man from 
Needles, Calif., 200 miles east, saw 
our sign, as he was passing through, 
stopped, came in, and—well he has 
a tourist camp and in the summer 
time he can’t rent his cottage because 
it is so hot at Needles that motorists 
prefer to sleep in the streets. He's 
a real prospect for about ten units. 

“Another advantage in this loca 
tion is that it is a hot belt. There 
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are days when the temperature hits 
a hundred. We can give the visitors 
a good idea of the efficiency of the 
cooling system when they step into 
this room from outside. Makes them 
want air conditioning more than ever.” 


v 
Mechanieal Units 
At Chicago Show 


Iced machines disappeared com- 
pletely from Commonwealth Edison 
Company’s Fourth Air Conditioning 
Show, oldest in the country, held in 
Chicago from May 7 to 12. Eleven 
exhibitors were on deck, all with me- 
chanically refrigerated units, all re- 
quiring water cooling. 

“We learned from this show that 
the public is still in a state of confu- 
sion about air conditioning,” said M. 
G. Adams, who with Frank Fuller, Jr., 
managed the exhibition. “People walk 
in, ask to see an air conditioner when 
what they really want is a spot cooler 
which will simply lower the tempera- 
ture of a room. When a spot cooler 
arrives which is moderately priced and 
operates simply by attaching to an out- 
let, the business will start booming.” 

A milk irradiating machine lured 
doctors to the floor, and the public 
gazed with interest at compressors like 
those which air conditioned the 
Zephyr, new crack streamlined train. 

Exhibitors were the Trane Co., 
Servel Sales Corp., General Refriger- 
ation Co., Air Conditioning Corp., 
(General Electric), Carrier Engineer- 
,ing Corp., Frigidaire, Westerlin & 
Campbell Co., (York), Midwest En- 
gineering & Equipment Co., Ilg Elec- 
tric Ventilating Co., Kelvinator, and 
Kroeschell Engineering Co. (Westing- 
house). 
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DISTRIBUTORS APPOINTED 


Frigidaire 


Company-owned branch of Frigidaire 
refrigeration and air-conditioning at St. 
Louis, succeeding Del Home Light Com- 
pany, operating in southern Illinois and 
eastern Missouri. 


GE Air Conditioning 


\llen-Harper Electrical Engineering 
Corp., Lexington, Ky.; Hardware & Sup- 
ply Co., Akron, O.; Stark Marble & Tile, 
Inc., Cleveland Ave., Canton, O.; Baker 
Music House, Ottumwa, Ia. 


Servel 
S. R. Carter, 6 Chase Land, Burling- 
ton, Vt.; Ballou, Johnson & Nichols Com- 
pany, Providence, R. I.; John B. Varick 


Company, Manchester, N. H.; Ralph P. 
Peckham Company, Detroit, Mich. 


Air condi-— 
tioning 
window 

at the 
Albany 
Show 


Albany is the latest city to get be- 
hind air-conditioning. With the co- 
operation of distributors and manufac- 
turers, the New York Power & Light 
Company put on an air-conditioning 
show on the main floor of their 
building and attracted approximately 


Albany Show 


3,000 people to the interesting exhibits. 
Eleven manufacturers had on display 
about 40 units of summer and winter 
air-conditioning, ranging from room 
units to large industrial and commer- 
cial jobs. 
The effectiveness of the show as a 


A view of the main floor 
of the New York Power 
& Light Company’s Air 
Conditioning Show. Eleven 
manufacturers exhibited. 


builder of actual business, is demon 
strated by the fact that local dealers 
and distributors have been kept busy 
making surveys and delivering esti 
mates on summer air-conditioning jobs 
Three such summer air-conditioning 
installations have already been made 
since the show. 

A feature of the show was an air 
conditioned room built on the main 
floor of the building. It is planned to 
keep the room as a semi-permanent ex 
hibit. 

The manufacturers exhibiting in 
cluded: Bryant Heater & Mfg. Com 
pany, Carrier Products Corporation, 
Frigidaire, General Electric, Holland 
Furnace Company, Mueller Furnace 
Company, Roberts-Gordon Appliance 
Corp., Surface Combustion Corp 
Trane Company, Westinghouse and 
York Ice Machine Corp. 


ANNOUNCING THE NEW— 


Humzd1-Cooler 
AIR CONDITIONING UNIT 


Reduces Humidity 20-30% 
Temperature 5° to 10° 


Attractive! 


Effictent! 


to air conditioning! 


and operating costs. 


side conditions. 


to 300 square feet. 


A new unit insuring maximum summer comfort 
under all weather conditions. 


Graceful appearance 


Tempers and conditions the indoor air ‘by re- 
circulation with washing effect promoting personal 
comfort without too radical a change from out- 


Height ... 5 feet, 6 inches, recommended. 


Delivers conditioned air horizontally in all di- 
rections, single unit serving from 400 to 600 
square feet of floor space. 
produces a wall-mounted unit for areas of 150 


The Humidi-Cooler Corporation now has a com- 
plete line of cooling units for every application. 


Write for prices and discounts, 


West Haven, 


MODEL A-500 
he 
“core. 


Connecticut 


HERE AT LAST! 


The Humidi-Cooler principle has been adapted 


economical in price 


The company also 
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FORMS MAY CHANGE 


r 


Lovell tal pride in the fact that the of the lasding makes electr:: 
wasvers bave chosen Lovell Pressure Cleansers as standard mumpment: 
_ APEX | 


BLACKSTONE DELITE HORTON VOSS 


BARTON BOSS G. E. NATIONAL PRIMA WESTINGHOUS:: 
BEEVAC CONLON GRAYBAR 1900" THOR ZENITH om 
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| A\RTICLES THAT YESTERDAY were the pride of the 
home, are today only sentimental curiosities 
.. so rapidly do the needs and preferences of human- 
ty change. Therefore, only through unceasing effort 
o keep products in step with the times can a suc- 
essful business be perpetuated. 


Ever alert to the needs of users, and closely co-oper- 
ating with washer manufacturers to satisfy their vary- 
ng requirements, the Lovell Manufacturing Company 
as served long and well the interests of the industry. 


See For more than half a century Lovell has been distin- 
ge uished as the only organization in the world that builds 
omplete wringers in one plant. And because the build- 
ng of wringers is Lovell’s main business, the prod- 


uct receives every ounce of concentration and effort 
that the experienced Lovell engineers can give io it. 


e The Lovell Pressure Cleanser, along with the products 
of other long-established manufacturers, has under- 
gone startling changes during the last fifty-odd 
years. Yet today, as in the years gone by, the name 
Lovell lives in the minds of millions—a symbol 
of undisputed quality, service and honest value. 


e That is why Lovell-equipped washers give greater 
satisfaction in the home. That is why they are 
easier to sell. That is why there are more of them 
in use than any other make. And that is why the 
manufacturers listed on the opposite page prefer 
Lovell Pressure Cleansers as standard equipment. 
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BARRAGES 
| Turn Prospects Into 


Orders With Wayne’s 


Coalitosis Campaign! 


pale 


AYNE Dealers enjoy a con- 

stant flow of live prospects 
developed by the Wayne Coalitosis 
Campaign. Ten powerful folders 
pave the way. Then the Coalitosis 
Evidence Book shocks prospects in- 
to action! You have more pros- 
pects, more quick sales when you 
are selling Wayne Oil Burners. 
Write today for information about 
this powerful sales campaign that 
will increase your prestige and 
profit. 


Wayne Oil Burner Corp. 


701 Glasgow Ave., Fort Wayne, Ind. 


WAYAE 


THE WORLDS FINEST OIL BURNER 


It Will Bring 
You More Profits 


Once a month “Electrical Mer- \ 
fi chandising™ will come to you as a 
bi business counsellor, to help you 
\ build up more profits In the electri- 
cal merchandising business 
Once a mgnth “Electrical Mer- your opportunity 
\ chandising” will bring you a com- 
\ plete report of the important devel- 
opments in electrical selling. It will 
tell you what new methods have 
been used with success in every 
branch of the industry It will tell 


you the sales making ideas that 
have been tested and tried in every 


state from Maine to California 
Once a month “Electrical Mer- . 
by handising”’ will bring you complete 
news of what's new in merchandise 
to sell at a profit It will help 
you in your buying problems, as 
| well as in your selling problems 
All this “Electrical Merchandis- 
ing” will do for less than l7c. a 


month—$2 a year Why not tell 
us now to send “Electrical Mer- 


. chandising” to you for the next 
a twelve months twelve months 
during which electrical merchants 
will need all the competent help 
they can get Just fill in and send 
' us the coupon printed below 
‘ It's significant that, almost with- 
out exception, every worthwhile 
electrical merchant who has stayed . “ ” 
| in business at a profit during the Silex CORONADO Model 
years of the depression has been 
an “Electrical Merchandising” sub- : 
seriber. Why not join their ranks? Coronado While sales for older 
Model coffee making devices 
sank and sank, Silex 
$5 95 sales zoomed and 
ELECTRICAL MERCHANDISING, 
130 West 42nd Street, zoomed. Are you get- 
New York, N. Y clear ting your share of this 
Enclosed is $2 ($2.50 if you live business? 
in Canada; $4 if you live abroad) $6.95 decorated 
Send me “Electrical Merchandising” 
5 every month for the next twelve 
months 
Wr 
‘Trade Mart Res & Pat Oto 
' Position or Title 


THE ORIGINAL GLASS COFFEE MAKER 


Company Silex gave America’ Better Coffee 


Street Address 


THE SILEX COMPANY 
80 Pliny Street 
HARTFORD 
CONN. 


State 


Crane & Page use a traveling 
oil burner display loaned by 
the Doe Company 


Ben Crane of Crane & Page, Binghamton, 


says comparative operating costs 


is the answer to gas competition 


Meeting automatic gas-house heat- 
ing competition is going to be the oil 
burner dealer’s big job in the next few 
years, according to Ben Crane, of 
Crane & Page, specialists in oil heat- 
ing at Binghamton, N. Y. 

“In some ways our competition has 
caught up on us,” Mr. Crane said. 
“There was a day when the oil burner 
was so far ahead of every other heat- 
ing method that selling was reduced to 
the simple formula of proving superi- 
ority. But automatic gas is here today 
and the gas people are making a de- 
termined fight to get the house-heating 
business. 

“It’s good heating, too—make no 
mistake about that. From the stand- 
point of operation it is as trouble-free 
as oil. Installation costs, depreciation 
and servicing are, in some cases, even 
cheaper than oil. Where the oil burner 
man has to take his stand today is on 
the subject of operating cost which 
runs from $75 to $100 more a year 
than oil. 

“Here in Binghamton the gas com- 
pany installed 110 gas-house heating 
units last year. That is 110 families 
who are taken out of the oil-burner 
market. With gas selling at 65 cents 
a thousand they have a good story on 
operating cost. It’s the point that we 
have to hammer away at in selling oil 
burners because even 65-cent gas can’t 
compete with oil on the year’s heating 
bill.” 

Crane & Page is pretty nearly a 
one-man operation as far as oil burn- 
ers are concerned. The company sells 
gas ranges and furnaces in addition to 
burners (Doe). Last year Ben Crane 
accounted for 50 installations. 

Knowing your story is more impor- 
tant today than ever before, Mr. Crane 
said. In fact, complete possession of 
the facts on the part of the oil-burner 
salesmen is responsible for more busi- 
ness than any other one thing, he be- 
lieves. When the salesman knows the 
complete story on the construction, in- 
stallation, operation and cost of an oil 
burner the confidence he has in his 
product is reflected in his talk with 
prospects. They are not so much in- 


Oil burners are displayed reg- 
ularly in windows 


terested in pretty pictures of kiddies 
playing on the basement floor as they 
are in the actual problems of installa- 
tion and comparative cost with other 
types of house-heating equipment. 

When they know that story and 
know that the salesman knows what 
he is talking about the sale is just 
about ready to be closed, said Mr. 
Crane. 

“But watch automatic gas-house 
heating,” he added. “That's the com- 
petition that is going to be the tough- 
est in the next year or two.” 


Burner Men Deery 
Gas Competition 


Special meeting calls for public 
and industry knowledge on “ex- 
travagant” ad claims of gas men 


The paralyzing effect on the oil- 
burner industry of the gas company’s 
advertising and promotional cam- 
paigns on automatic gas house heat- 
ing, was made the bitter subject of 
a special joint meeting of the Amer- 
ican Oil Burner Association and the 
Distillate Burner Manufacturers As- 
sociation in New York recently. 

Deeming the gas campaign unfair 
competition, R. M. Sherman, A.O.B.A. 
president, announced that he had re- 
signed from the Oil Burner Code 
Authority to give the problem of gas 
competition his full time. 

“Because no action has been forth- 
coming from the NRA with respect 
to unfair competition,” Mr. Sherman 
said, “on the part of the gas industry 
and because the oil heating industry is 
looking toward its biggest year, the 
Association proposes no delay in its 
plain duty to protect the interests of 
all oil-burner dealers in territories 
affected by gas competition.” 

He pointed out that in typical gas 
communities such as New Orleans, 
Chicago, Boston, Washington and St. 
Louis, experience indicated that the 
consumer once enjoying automatic heat 
eventually comes round to automatic 
oil heat as being far more economical 
than gas. 

Confirming this viewpoint, C. J. 
Bassler, chairman of the special com- 
mittee on gas competition, said that 
subsequent to the extravagant adver- 
tising and merchandising campaign by 
the gas utilities in Chicago, that about 
30 per cent/ of the installations put 
into homes by the gas companies last 
summer had been removed already 
because of the excessive and unan- 
ticipated costs of heating with gas. 

The Oil Burner Code Authority 
gave a full account.of the gas situa- 
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tion to NRA at a public hearing in 
Washington: in January but nothing 
has been done about it. 

Headed by Mr. Bassler as chair- 
man, the special committee on gas 
competition is comprised of A. J. 
Fleischmann, vice-chairman and R. S. 
Bohn, vice-chairman. In addition the 
following sub-committees were ap- 
pointed: (Representing manufactur- 
ers) A. J. Fleischmann, E. A. Hal- 
bleib, Morgan J. Hammers, S. C. 
Hope, M. A. Powers; (Representing 
dealers) R. S. Bohn, New York, N. 
Y., Ray Porter, Minneapolis, Minn., 
W. F. Schroeder, St. Louis, Mo., 
John W. Scott, Boston, Mass., and 
C. W. Whitney, Philadelphia, Penn. 

Those representing the A.O.B.A. at 
the meeting were the following: R. 
M. Sherman, Morgan J. Hammers, 
E. P. Bailey, Milton A. Powers, J. J. 
Donovan, Earl Marr, E. A. Halbleib, 
A. J. Fleischmann, R. S. Bohn, W. F. 
Schroeder, John W. Scott, A. G. 
Baerenklau, C. J. Bassler, Harry F. 
Tapp, Arthur W. Clark, C. A. Ott, 
and Carl Shields. Those represent- 
ing the Distillate Burner Manufac- 
turers Association were the following : 
H. H. Morse, E. T. Adams, G. F. 
Williams. 


Oil Furnaces 
Speed Rentals 


A one-family house in Albany, 
N. Y,. had remained unrented at $90 
for five months. An oil furnace 
(GE) was then installed and the fol- 
lowing advertisement inserted in a 
local paper : 

$110—will rent unusually at- 
tractive single house combin- 
ing city and country assets ; 4 
bedrooms, bath, extra lava- 
tory, G-E oil furnace, and 
G-E refrigerator. 

Within two hours after the appear- 
ance of the ad, the house was rented, 
the new tenants stating definitely that 
it had been the automatic oil heat that 
had interested them. 


Burners 


4 Be, Hollis Johnson gilds 
ef 2 his way to oil burner 
owners’ hearts—and 
to new leads. 


Gives Oil Burners a 
“Way With Women” 


A bucket of bronze paint and a 
brush goes out on every oil burner job 
that Hollis Johnson of the American 
Appliance Company, Omaha, (Tim- 
ken) is putting in this summer. 

“After installation, our men paint 
the base of the furnace and tickle it 
up all over. They even clean up the 
basement if they have time. Result is 
a blaze of glory when the owner comes 
down for a look. Inasmuch as women 
are greatly influenced by exterior ap- 
pearance, and the real heating season 
is some months off, the looks of the 
job as delivered is a big factor in per- 
mitting us to ‘use the user’ right 
away.” So says Mr. Johnson. 

This is a season in which most of 
the new leads are coming from old 
users, in his opinion. In addition to 
this method the firm is employing good- 
looking Omaha school boys to canvas 
the city for possible leads, paying 5c. 
apiece for questionnaires filled out, 
plus a commission on sales made to 
these people. 


Harry W. Summers makes oil burners part of an all year cycle 
of appliance selling. 


Keep Plugging Oil Burners 
Even in Ice Box Season 


Toughest of all assignments is to 
hold salesmen off a hot scent. When 
orders for electric refrigerators are 
coming in thick and fast, it’s like 
pulling teeth to get men to pay any 
attention to oil burners, according to 
Harry W. Summers, supervisor of oil 
burner sales for the Checker Motor 
Supply’ Co., Cedar Rapids, Iowa. 

“Nevertheless, if a firm doesn’t do 
something, the onrush of the oil 
burner season will stand it on its 
head,” he thinks. “You can’t whip 
together a sales organization, and 
develop a lot of leads when the oil 
burner season is on top of you. Cold 
weather comes in a hurry, and people 
must be taken care of right away, else 
they buy coal and are off the market.” 


The method followed by the Checker 
Motor Supply Company—a firm that’s 
swung from auto accessories to elec- 
tric appliances—is simple, yet effec- 
tive. One man is paid a salary and 
kept plugging on oil burner leads all 
spring and summer. The seven other 
salesmen work on appliances in season. 
In the autumn they find the card 
index with leads developed all ready 
for them with latest information right 
under their noses. Incidentally, the 
off-season man does quite a business 
of his own. 

Checker oil burner sales (Timken) 
are based on floor demonstrations, 
largely. The fact the company sells 
Monarch electric ranges, Frigidaires, 
ABC washers and ironers and many 
other appliances gives it a list of 
prospects unrivalled in Cedar Rapids, 
it is felt. 
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HERE’S 


One Opportunity 
THAT’S MADE 


For YOU! 


The Quiet MAY “Burner Beautiful’’. . . the 
new unit in the Quiet MAY Oil Heating System 


OMETIMES we have to make an opportunity tor 

ourselves—sometimes it's made for us. We find our- 
selves presented with a ready-made opportunity today 
that can be cashed-in on in a big way immediately 
and we invite you to participate in the consequent 
profit with us. 

The past winter has demonstrated a lot of things 

Heating plants that formerly did fairly good jobs in 
normal weather couldn't stand the gaff of “Below 
Zero” temperatures. 

The deficiencies of cheap oil burners were brought out. 

Coal-fired furnaces with only 50% efficiency or less 
left a trail of grief. 

The small difference that the QuiET MAY Oil Heating 
System costs over ordinary oil burners was offset many 
times over by the excessive cost of operating defunct 
coal-fired furnaces or cheap oil burners. 

Thus, anyone in the market for automatic oil heat has 
heard enough and learned enough about antiquated 
and inefficient coal or oil-fired equipment to persuade 
them to buy nothing but a quality product. 

The new “Burner Beautiful” shown here is the new 
unit in the Quiet MAY Oil Heating System for medium 
and small homes. From a standpoint of quality and 
efficiency, it is built for the classes but it is priced to 
meet the pocketbook of the masses. 

Drop us a line and we will be very glad to give 
you a detailed outline covering just how easy it is for 
you to join forces with us—our liberal finance plan— 
and the generous profit that you can make on each 
QurT MAY sale. 

The opportunity for you to make some real money is 
ripe—don’'t pass it up. 


MAY OIL BURNER CORPORATION 


NEW BUSINESS DIVISION 


Baltimore, Maryland 
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Ranges 


Convert To 
Trial Ranges 


Latest convert among power com- 
panies to the trial range idea is Nar 
ragansett Electric Company, Provi- 
dence, R. I. Some 500 electric ranges 
(General Electric) are being offered 
im the current drive which resulted in 
70 installations the first week—one- 
third of them sales 

\ three-year financing plan goes 
with the trial idea if, and when, the 
trial is turned into a sale which most 
of the installations are expected to do. 
Che power company is also absorbing 
approximately one-third of the wiring 
charges. The remainder the customer 
pays when the trial range is installed 
in the home. If she buys the range, 
the sum she has paid for wiring is re- 
funded to her at the time of the sale. 


a. 


| 

Wh th liance show of TVA electric ranges, refrigerators and water 
hastens pole at Tupelo, Miss., the last week in May, there were cooking 


schools and educational exhibits run to show the natives just how electricity 
worked. Many of them had never seen the appliances before. 


HERE’S GREAT PROPOSITION 


Heat 


OY THE ELECTRICAL SPECIALTY DEALER 
who is thinking of adding an Oil Burner to his line. 


HE oil burner is the next big profit maker in the 

specialty appliance field. Make no mistake about 
that. Get in at the start and get your share . . . Your 
first move should be to find out why Fluid Heat will 
be one of the leading money-makers, why it is winning 
new dealers every day. Fluid Heat dealers’ sales are 
increasing—through hot leads and enthusiastic recom- 
mendations from satisfied users. 


Fluid Heat dealers’ profits are protected—by amaz- 
ing freedom from service calls. And we have a real 
dealer proposition and a real sales plan that will make 
real money for you. Some choice territories are still 
open. Investigate Fluid Heat before you make a de- 
cision about your place in the oil burner business. 
Mail the coupon today for full details. 


Frum Heat Diviston, ANcHor Post Fence Co. 
6906 Eastern Avenue, Baltimore, Md. 


I’m interested. Please send full details of your Dealer Proposition on 


Fluid Heat. 
Name — 
Company 
Street Address 


City & State 


Southern California 
Sells Electric Ranges 


Dealers Under Cooperative Plan 
Outsell Power Company 


Starting April 30, electric ranges 
have been featured on the sales floor 
of every large department store and 
important electrical dealer in the Los 
Angeles district and by most of the 
640 electric dealers who are cooperat- 
ing with the Southern California Edi- 
son Company in their territory. The 
Los Angeles Bureau of Power and 
Light, the Edison Company and the 
City Light Department of Glendale on 
that day announced their new coopera- 
tive range policy, with its offer of a 
4-burner range of any of eleven stand- 
ard makes to be sold through dealer 
channels at $129.50, with free wiring 
and installation and free automatic 
clock. The saving to the customer on 
this offer is figured at $51 on an 
$180.50 value. The free wiring offer 
is confined to single or duplex homes 
in districts which do not require 
underground wiring. 

The Bureau of Power and Light 
preceded this event with five days of 
teaser advertising, followed by an ex- 
tensive broadside, featuring the gen- 
eral advantages of electric cooking and 
the price, but leaving the detailed ad- 
vantages of the offer to be expounded 
by the dealer in his advertising. Bil- 
boards were used at 59 locations 
throughout the city; radio announce- 
ments were made over twelve radio 
stations, 175 street car banners carried 
the message on outer panels of city 
cars ; 40,000 pieces of direct mail were 
sent to customers and 5 city news- 
papers, 61 community papers and 15 
local magazines were used as advertis- 
ing media. 

The unusual value in a 4-burner 
range was made possible through the 
cooperation of all leading manufac- 
turers who have provided special 
models for this sale, at the retail price 
of $139.50 without the clock. The con- 
tribution of the power company and 
the city departments consists of free 
wiring, figured at $25, the electric 
clock, at $16, and an allowance on the 
old range traded in, of $10. Every 
model of range used in the sale was 
previously tested by the Bureau of 
Power and Light, for its cooking 
qualities and for its technical excel- 
lence and a “Certificate of Approval” 
was issued, signed by the Business 


‘Agent of the Bureau, to be given to the 


customer with each range sold. 

All cooperating dealers agreed to ad- 
vertise electric ranges, with a minimum 
of 100 inches of advertising per month, 
to display ranges prominently in their 
stores and in window displays and to 
keep a given number of ranges in 
stock. 


Salesmen Supplied 


The Bureau for its part furnishes a 
salesman to serve on the regular staff 
of each dealer. This insures that a 
trained salesman will be on hand in 
every store where ranges are featured 
and does away with the objection some- 
times raised to selling ranges through 
non-specialty outlets, by providing a 
man with technical knowledge, capable 
of answering all questions any cus- 
tomer may ask. 

In addition, the Bureau agrees to pay 
a portion of the expense of dealer ad- 
vertising, in return for which it is 
specified that a stated amount of space 
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anges 


shall be devoted to the Bureau and its 
range offer. 

All the principal stores of Los 
Angeles are cooperating in this sale. 
Barker Bros., Bullocks, The May Com- 
pany, The Broadway, Robinson’s, 
Walkers, the L. A. Furniture Com- 
pany, Eastern Outfitting Company and 
Otto K. Oleson of Hollywood all ap- 
peared on the Sunday preceding the 
opening day with advertisements in the 
local papers and each has a display of 
ranges in window and sales floor. 

Range sales are not usually a matter 
of simple advertising and one floor 
contact ; they require four or five home 
calls. As a consequence, it is impos- 
sible to state exactly what the results 
of this drive are to be. But every one 
of the stores reports a satisfying num- 
ber of prospects and a promising num- 
ber of sales within the first two weeks. 

The Southern California Edison 
Company, for whom this range sale is 
but a modification of the dealer co- 
operative plan which has been in opera- 
tion since last November has a more 
definite record of results. They have 
been able to compare sales under the 
dealer plan and state unqualifiedly that 
more sales of electric ranges have been 
made by dealers than were made by 
power company salesmen direct during 
a corresponding period of the year 
previous, when the company was 
actively pushing the sale of ranges 
through its own staff. 

The offer of the Southern California 
Edison Company to cooperating 
dealers is much like that of the Bureau 
of Power & Light. In addition to the 
price and free wiring offer, which is 
the same, the Edison Company offers 
to finance the sale of large appliances— 
range, refrigerator or water heater, 
paying the dealer cash at the time of 
sale, less a 1%, 2% or 3% carrying 
charge, depending whether the pay- 
ment is to be carried over one, two or 
three years. The Edison Company 
also pays a portion of dealer advertis- 
ing and furnishes window trim mate- 
rial periodically, which enables the 
dealer to tie his windows in to the 
particular campaign which is being 
featured at the moment. 


Other Appliances 


On the basis of the cooperative plan 
which was operating up to May first 
the California Edison Company re- 
ports 548 electric ranges placed on 
their lines through dealer sales over a 
three month drive. This is consider- 
ably better than the 1933 record for 
the same period when the company was 
doing its own merchandising. 

A report on other appliances is also 
given: 


Sales Through Electric Dealers 
January through March, 1934, 
Southern California Edison Lines 
(about 324 dealers reporting) 
Ranges 548 


Water heaters 69 
Refrigerators 2,358 
Washers 3,709 
Ironers 538 
Vacuum Cleaners 1,131 
Radios ... 7,108 
Irons . 2,123 
Waffle irons 637 
Curling irons 210 
Heating pads 420 


Air heaters 
(less than 1500 kw.) 358 


Percolators 
Grills and table stoves 656 
Cookers and casseroles 45 
438 
Sun lamps 58 
Clocks ..... eee 751 
Miscellaneous ........... 698 


An entirely new departure in cook stoves. 
feet in diameter, has six burners and employs a separate oven (in back- 
ground). Shown at Trade Fair held in Leipzig, Germany. 


This electric range is fully six 


Northern States 
Dealer Range Plan 


A new deal for the electric appliance 
dealers in the territory has been an- 
nounced by the Northern States Power 
Company, Minneapolis, Minn. 

To stimulate the sales of electric 
ranges the power company offers to: 

1. Finance conditional sales contracts 
at reasonable terms and over “a period 
of time that will appeal to the cus- 
tomer.” 

2. Absorb the cost of installation, or 
a major portion of it, depending on the 
circumstances. 

3. Pay dealers a quantity sales bonus 
for selling a specified number of ranges 
per year. 

4. Offer dealers the assistance of the 
company’s Home Service Department 
in closing sales, demonstrating ranges, 
etc. 


ted already . . . thousands upon 
yho went through this last zero 
They've s@gn their friends enjoying com- 
pletely aut@matic Deleo Heat... they’ve 
found out Gpw little it costs... and now 
they're going to buy. This isn’t a supposi- 
act, proved through recent 
exhaustive yeys throughout the country. 


Profit Opportunity 


Already Delc@{ Heat dealers everywhere 
are cashing in this tremendous demand 
for dependableg automatic oil heat. And 


A GEWERAL MOTORS 


TIME TO GET IN! 


here’s why they're getting such a big share 
of this new business:— 

Delco Heat is the General Motors value 
in automatic oil heat. Home owners know 
they can buy Delco Heat with complete 
confidence in their investment. 

There's a complete line of outstanding 
products for every heating requirement— 
from the low-priced, fast-selling Delco Heat 
oil burner to the new, harmonized Delco 
Heat Boiler. 

Delco Heat is building still further de- 
mand with increased advertising in maga- 
zines, newspapers, direct mail. 


Delco Heat dealers are equipped with a 
sound sales plan developed and directed by 
outstanding specialty selling authorities. 


Now Is The Time To Act 


You still have time to get in on this won- 
derful selling opportunity. Mail the coupon 
for our new Profit Opportunity booklet, 
which gives all the facts about Delco Heat. 
This free booklet tells how we help you get 
started with Delco Heat—how we help you 
make more sales and more money. Don’t 
wait until it’s too late to get started this 
season. Send the coupon today. 


jon, Subsidiary of General Motors, . 0-29, Hochester, N.Y. 


in the Delco Heat exclusive 


: Address 
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mas If you sold a Frigidaire every hour—24 a day, 
, including Sundays—it would take you 297 years 
to sell 2,600,000 of them. 

And it would take you 114 years to sell the 1,000,000 
Frigidaires that are in use today in excess of any other 
make of mechanical refrigerator. 


Perhaps this gives you some idea of the public’s 


overwhelming preference for Frigidaire. Perhaps it 


explains why the majority of prospects who come 
into your showroom have a predetermined desire for 
Frigidaire. 

More people know Frigidaire than any other make. 
More prospects want it. More insist upon having it. 
More and more enthusiastic families are proudly saying, 
“Ours is a Frigidaire ’34.’”’ And dealers who sell it are 
doing more business—making more money. 

If you'd like your customers to join in this great 
chorus—“Ours is a Frigidaire ’34’’—just write to the 


Frigidaire Corporation, Dayton, Ohio. 


FRIGIDAIRE 


A PRODUCT OF GENERAL MOTORS 
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The impressive main floor washer and 
ironer display at the Fair Store, 
Binghamton. 


OLD canvassing as a method 
Cc of building washer and refrig- 
erator volume is on the way out. 

That is the opinion of Louis A. 
Taylor who is manager of the appli- 
ance department of the Fair Store, 
Binghamton. And Lou Taylor should 
know. He has been selling appliances 
for nearly 20 years since he quit his 
stockroom job at the 1900 Corpora- 
tion, washer manufacturers in Bing- 
hamton. He was such a good washer 
salesman then that he made far more 
money on the outside than he could 
holding an office job. 

From those early days when he went 
to the Fair Store as a washer salesman 
and began to move washers in such 
volume his weekly check looked like a 
bank president’s, he has seen and par- 
ticipated in most of the phases of 
washer selling and promotion. 

For the past few years he has super- 
vised the appliance operation of the 
Fair Store with washers, ironers, 
refrigerators, heating appliances and 
housewares under his direction. No 
longer, he says, do the salesmen go out 
ringing doorbells. 

“It was good once,” he told the 
writer, “and Lord knows I made 
enough money at it when it was a pay- 
ing proposition. But women didn’t 
know much about washers in those 
days. They had heard about them and 


Louis A. Taylor at the 
Fair Store, Bingham- 
ton, Says the $I Down 
-$1 a Week Terms on 
Washers is the Way to 


Sell Today 


With terms a prominent feature of aagiiones merchandising at the Fair 


Store, the meter method of selling re 
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rigerators naturally found favor. 


they were willing to be sold but they 
were not sufficiently educated to the 
point where they would come to the 
store and buy of their own volition. 
That is why outside selling paid in 
those days. 

“Today very few women don’t know 
just what a washing machine is and 
what it will do for them. A large 
number of the available market is al- 
ready sold. That doesn’t mean there 
isn’t plenty of business. There is. But 
it is a matter of the family having 
enough money to buy or of deciding 
just which washer they want or of 
trading in their old machine for a 
newer model. 

“Price is important but the thing 
that is selling washing machines—yes, 
and that goes for refrigerators, too, is 
terms. The difference of $20 or $30 
in the price of the washing machine is 
not important enough to the woman 
who really wants one if she can be 
convinced that the make and the model 
she wants to buy is worth the differ- 
ence. That’s what a salesman is for— 
to convince the women that just that 
higher-priced model is the one that she 
needs. 

“Terms, on the other hand, are of 
great importance. In my mind they 
have taken the place of outside selling 
in the washing-machine _ business. 
When the woman knows that she can 
buy the washer she wants at $1 down 
and $1 a week, that means more to her 
than buying a $34.50 model which she 
won’t like so well and getting it at $5 
down or paying cash for it.” 


LOUIS A. TAYLOR 


manager of the appliance 
department at the Fair 
Store, has been selling 
washers for twenty years— 
both outside and inside. 
It’s terms that sell washers 
today, he says, 


And so in both washer, ironer and 
refrigerator selling at the Fair Store 
the newspaper advertising plays on the 
terms, the floor display carries prom- 
inent placards announcing the terms of 
all the different models and the sales- 
men, in their talks to prospects, ham- 
mer away on the subject of low down 
payment and small weekly payments. 

Because cold convassing is out at the 
Fair Store that doesn’t mean that the 
salesmen spend no time outside the 
store. There are prospects to be fol- 
lowed up, leads to be chased down and 
present users and customers to be seen. 

Salesmen are paid a 5 per cent com- 
mission on all appliances. None of 
them have been with the store less 
than four years—most of them seven 
and eight—and make anywhere from 
$35 to $80 a week. With appliance 
sales booming to new levels this year, 
Lou Taylor is looking for a new high 
record for the store. 

In unit sales washers are still the 
big part of the business with refriger- 
ators a close second. More than 600 
washers were sold last year (1900) 
and the store is geared to sell 1,000 
units this year or bust. Average unit 
sale price ran $67.00 last year, Mr. 
Taylor said. Refrigerators went over 
the 150 mark in 1933 but the sales for 
the first four months of 1934 are so 
far ahead of the same period last year 
that a total of 400 units is anticipated. 
Ironing machines, too, are expected to 
double last year’s figure of 50 units. 

Terms being the point which the 
Fair Store lays particular emphasis on, 
it was natural that they should be the 
first store in Binghamton to go to the 
meter method of refrigerator selling 
(Frigidaire, Grunow). Credits are 
watched closely and every effort is 
made to transform the account from 
the 15-25-cent-a-day limit to a regular 
monthly basis. 
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Great New 


Wringer 


mproveme! 


The Mechanical Hand is extreme- | 
ly simple to operate An end of | 
the piece to be washed is dropped 
into the aperture in front of the 
wringer. as is shown in the cut- 
away photograph above | 

| 


A light touch on the polished alu- 
Mementoas Hand starts 
e piece through the wringer 
rolls as shown in the photograph 
immediately above. The hands do 
not need to come near the rolls 


Here is a wringer designed to prevent accidents. The 
Haag Supersafe Wringer with the Mechanical Hand 
makes it possible to feed the clothes rapidly and at the 
same time keep the hands safely away from the rolls. 
It establishes entirely new standards of efficiency and 
safety that immediately appeal to every woman. This is 
an exclusive Haag development. 


The Mechanical Hand gives you a tremendous selling 
advantage. It makes possible a brilliant and impressive 
demonstration. It is powerful in its appeal. No washer 
but Haag has anything like it. 


You should find out for yourself what this great new 


feature plus Haag quality, convenience, and beauty will 
do to increase your washer profits. 


For nearly a quarter of a century Haag washers have been 
recognized as unusually good machines. In designing the 
new models, months of study were given to the washing 
action. 


@ The result is a fast, thorough, yet very gentle process which 
is superior to any heretofore attained. This is the reason 
Haags win in competitive selling. They are profit makers 
for alert dealers and distributors. Drop a card in the mail 
today for complete information. 


MODEL 34 


MODEL 42 MODEL 62 MODEL 75 


Haag prices range from $49.95 to 
$119.50. There are five beautiful 
models including a square tub and 
a double tub machine. Models 42, 
62, and 75 are equipped with the 
Mechanical Hand. Gasoline power 
or pump extra. Prices slightly 
higher in Rocky Mountain and Pa- 
cifle Coast States. 


HAAG BROS. CO. 


PEORIA, ILL. 


Van Benschoten of Poughkeepsie, 


N. Y., added refrigerators to his auto- 


mobile business 5 years ago. 


Today 


his appliance volume is $175,000 


ago John Van _ Benschoten, 

pioneer automobile distributors 
in Dutchess County, went into the 
appliance business. They took on 
refrigerators (Kelvinator) and oil 
burners (Silent Glow). Later they 
added electric ranges (Electromaster ). 
That first little operation, conducted 
in a hole-in-the-wall store, next door 
to the ample showrooms of the auto- 
mobile business, was the forerunner 
of what was to prove one of the im- 
portant divisions of a flourishing 
business. 

Their first year resulted in a $20,000 
volume. Next year they went up to 
$60,000. They moved into larger 
quarters in a portion of the automobile 
showroom, added washers and ironers 
(Easy), commercial _ refrigeration, 
water heaters, another line of ranges 
(Hotpoint), water heaters and water 
coolers. And still the business grew. 

Today, they occupy a large show- 
room of their own in what was for- 
merly automobile space. Their volume 
has grown to $175,000 a year and to 
the retail end of the business they have 
added the wholesale, becoming dis- 
tributors for Kelvinator in the Pough-’ 
keepsie, N. Y., area. Thirty dealers 
in Kingston, Newburgh, Hudson and 
other surrounding towns are on their 
books. 

Refrigerators are still 75 per cent 
of the appliance end of the business. 
Last year 756 units were accounted 
for, of which only four were reverts. 
This year refrigeration is running way 
ahead of last year. Improved busi- 
ness conditions are partly responsible 
but one of the great reasons is the 
Central Hudson Gas & Electric Cor- 
poration plan for financing refriger- 
ators on a 55-cent-a-week basis with 
five-year instalment terms. 

Another reason, according to Har- 
vey Wood who has been in charge of 
the appliance operation since its in- 
ception, is the custom of the Central 
Hudson Corporation’s system of turn- 
ing over refrigerator, washer and 
range leads to the cooperating deal- 
ers in the territory. Four men work 


ee over five years 


on the outside following up these leads 
in addition to the leads that result 
from floor selling. They are usually 
kept so busy, Mr. Wood said, that 
there is little time left over for cold 
canvass. 

Diversification, too, leaves little 
time for door-bell ringing. In the 
spring and fall months refrigerators 
and oil-burners (Kelvinator) keep the 
men busy with washers, ironers and 
ranges taking up the rest of the time. 
From an annual volume of 60-70 oil 
burners this firm sold in the past few 
years they have slumped to a last year 
total of 15 burners, due chiefly to re- 
organization of the oil-burner depart- 
ment and the switching of salesmen 
to other products. But 1934 should 
see about fifty oil-burner installations, 
Mr. Wood believes, and from that 
start they expect to go places in the 
oil-burner field. 

With the business comfortably in 
the black after its four depression 
years of building, John Van Benscho- 
ten is looking to the appliance end of 
the business to grow every year. His 
automobile business (Dodge, Chrysler, 
De Soto) is booming along with the 
spring buying surge in the auto indus- 
try and the best part of his time is 
spent on his first love. He started 
the business in 1890 in a bicycle shop 
following his triumphs as world’s 
champion cyclist in the old high- 
wheeler days. From bicycles he went 
to automobiles and delivered the first 
automobile sold in Dutchess County. 
The old high-wheeler on which he first 
sprang into prominence occupies a 
position of honor in the main show- 
room of the auto division. 

But appliances are creeping up. 
Next door, the floor filled with sleek 
runabouts and streamlined sedans, the 
salesman’s voice can be heard: 

“Free wheeling, constant mesh trans- 
mission, automatic clutch—” while over 
in Harvey Wood’s department one 
hears “Constant cold, automatic de- 
frosting, 4 refrigerators in one, 


world’s fastest freezing—” 
They are not such strange busi- 
nesses to be together, after all. 


Bg The impressive new 
showroom of Van 
Benschoten devoted 
to washers, ironers 
and ranges. 
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That Will Open Your Eyes to Bigger Sales Possibilities 


n 
id 
at IS ADVANCED ACHIEVEMENT in wringer design establishes new and higher standards 
le of beauty, convenience, safety and durability. It is a product of Mullins engineering with 
" the inherent high quality of Mullins workmanship. Its remarkable features, carefully protected by 
n patents, mean greatly improved and more rapid cleansing of all fabrics—absolute safety to the 
0- operator—better performance —longer life—and a fool-proof, trouble-free construction that 
: needs no adjustment or attention, year after year. 
~ Washing machine dealers instantly realize the tremendous importance of such radical improvements 
“ as these in appealing to their prospects. You can make quick and conclusive demonstrations, raise 

is your unit sale price, increase your profits and enlarge your opportunities. 
ed 
op wp: ” Model MT 
t's Graphite Bronze Bearings Automatic “Tip-Over-Head piling or splashing, through an en- ode 
h- Another distinctive Mullins feature— Safety Release ne hidden drain of full width ca- Same distinctive features ” Model M ex 
= Durex graphite impregnated, extra Pressure against any part of the head igi cept that it - equipped with a 
o. large, bronze bearings, firmly embed- gives instant and sure release—the en- Automatic Self-A djusting conventional drain. 
na ded in composition rubber. Wringer tire top swinging out of place and re- ss - 

: operates easier, with less friction and lieving all tension. Scientifically de- Spring Tension * 

° longer wear. signed to respond to instinctive action — Tension 1s permanent and perfectly 
oa — Mais a me balanced to even pressure at all points Safety Dry Feed Rest 

t 
par on the rolls. Never needs adjusting. Op- Firmly assembled to wringer frame. 
ek cleaning or wiping. To reset tension, meg uniformly ~ bulky —- Of full width and large depth—solid, 
he simply pull the head back to upright iP os regi. the dirt substantial and scientifically shaped to 
position. valle eager’ clothes safely, evenly 
yer Enclosed Non-Splash Drain selves over seams or folds. Tension eee! . = 
me No longer are clothes fed through a SPring made of Vanadium Chrome Udylite Finish 
Je- stream of receding dirty water. With Steel, located in chassis base. Capacity A finish of pronounced beauty, dura- 
ne, this remarkable feature, the water flows of spring is many times in excess of bility and corrosion resistance. Never 
pring y 

back into the tub evenly, without — demand load requirements. spots or stains clothes. Easily cleaned. 

\si- 
MULLINS MANUFACTURING CORPORATION, SALEM, OHIO 
Model P 
Producers of Vitreous Enamel Washing Machine Tubs, Evaporators for Electric 
wringer wit rd — ullins bar Refrigerators and Auto Body Stampings. Makers of the Famous Mullins Boats. 
safety release. 
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Featured in MAY 


News from the merchandising front in major distributing areas 


..- What appliances were specialed by electrical departments 


New York City 


Most New York refrigerator vendors 
went on a meter splurge in May. That 
goes for dept. stores, distributors, furni- 
ture houses and the rest. Some were 
25 cents a day, some 20 cents, some 15 
and some got down to 10 cents with no 
money on the line. Biggest adtakers 
were Bloomingdale’s and the Vim stores. 
The latter plugged the dime-a-day on 
boxes to a fare-thee-well. 

Macy was quieter than usual, featured 
a “Macy” elec. mixer at $18.74 and a 
portable stove at $15.94 . . . Gimbel went 
to Frigidaire at $116.50, Norge and 
Royal cleaners at $34.50 . . . Blooming- 
dale’s pulled a new one—ABC and Thor 
washers with no down payment, terms 
15 cents a day; also Hoover cleaners, 
Kelvinators (15 cents a day), Norge 
(same) and a special sale of 183 re- 


frigerators (unnamed but described as 
a nationally-known make) at from 
$79.98 to $109.98—$5 down, $5 a month 

. Other Bloomingdale features: Speed 
Queen washers at $39.98; 100 Hotpoint 
washers with wringer-post ironer at 
$79.98; Premier vacs at $19.95. 

Ludwig Baumann, big furniture house 
plugged Crosley and Kelvinator re- 
frigerators at 15 and 20 cents a day 
respectively—maybe because the Crosley 
was $99.50 and the Kelvinator $116.50. 
Kelvinator, incidently have been doing 
some classy full-page advertising in the 
Metropolitan press, slugging in the names 
of distributors: E. A. Wildermuth, Krich 
of Newark, Public Service of New 
Jersey. 

The Vim Stores—25 of them—did a 
job for Crosley at $99.50—10 cents a 
day, no down payment. Other makes: 
Ice-O-Matic and Sparton . . . Davega, 


who also have a flock of sporting goods 
stores, had Stewart-Warner, Grunow and 
a “nationally-known” make of refrigera- 
tor featured in big space—meter plan, 
of course .. . Hoover rebuilts were listed 
at $11.75. Hub Vacuum Stores plugged 
rebuilt Electrolux at $19.65 cash ... 
Rex Cole had GE’s “Free for 30 Days” 
then 23 cents a day... John A. Schwartz 
had Kelvinator at 20 cents a day... 
Namm’s in Brooklyn had a washer and 
an ironer, separate machines at $79.50 
for the two . . . Loeser’s, too, had Kelvi- 
nator . . . and Apex washers at $54.50. 
Lewis & Conger, who do a smart ad- 
vertising job on smaller items, featured 
the Toastmaster Hospitality Tray .. . 
Allen Ingraham, Westinghouse distribu- 
tors told the public they could own a 
refrigerator for the price of a soda and 
package of gum a day . . . Oil Burner 
men were active, too: GE oil furnace, 


Orders for Crosley Shelvador and Tri-Shelvador Re- 
The big Crosley factories | 
Housewives all over | 11 
the country are demanding the exclusive features and | 
the exceptional value that only Crosley can give. 


frigerators are pouring in. 
are being taxed to capacity. 


——— Provides about 507 mere 
“usable” storage capacity 
. Shelvador provides a definite place for 
many items that are “space robbers” in 
ordinary refrigerators. Example: an 
orange occupies exactly the shelf space 
‘ an orange should—not the shelf space 
of a milk bottle. 

* 


¢ Compare These Features 


There is the famous Shelvador, venti- 
lated front, automatically illuminated 


‘ interior, no-stop defrosting control (de- 
frosts while refrigerator is operating), 
I a chromium plated stamped brass hard- 
od = tion throughout Unecluding door), rounc 
cornered white lacquer This Crosley Shelvedor hes a NET capacity 
we uty of 3.5 cubic feet with a shelf area of 7.5 
: as area exterior with black trimming, ample tray square feet. It is equipped with two 21- 
. en capacity for quick freezing of ice cubes. cube ice trays—42 cubes in all. It incor- 
porates all of the Shelvador Series features 
L 15. 00 AU models hare automatically desc’ ribed to the left. Dimensions: 48!' 
iMuaminated interior high, 2374” wide, deep. 


Model E-55 ( 
¥ $157.50 


ALL PRICES INCLUDE DELIVERY. .INSTALLATION. 


“ The Streamline Beauty of Shelvador and 

$1 1 7. 00 Tri-Shelvador models does justice to 

e the modern woman’s sense of beauty. 

The pleasing design fits in with modern 
kitchen arrangement. 


sets amazing new 


acceptance record 
among housewives 


Crosley Shelvador. 


1. THE SHELVATRAY. Can be plac red in a hori- 
zontal position instantly “Place articles on it and 
carry them, Shelvatray and all, to table, range or cabi- 
net. An exclusive Crosley feature. (Patent pending.) 
2. THE SHEL VABASKET . . . Swings with the door 
Not refrigerated. Handy for greens, carrots, cabbages 
and the like. Exclusive. (Patent pending.) 

3. THE STORABIN .. . A place for potatoes, onions 
and other bulky items. Not refrigerated. Exclusive 
with Tri-Shelvador. (Patent pending.) 


Self-closing porcelain door to freezing chamber is a 
feature of all Tri-Shelvador models. Model E-55 
(left) has 5.5 eu. ft. NET capacity, 11.6 sq. ft. shelf 
area, 3 ice trays —63 ice cubes —one double depth tra 
The Crosley Shelvador and Tri-Shelvador mod ~« 
represent the latest in refrigeration design, conveni- 
ence and performance. Ask your Crosley distributor 
for a demonstration. All models available in full porce- 
lain at slight extra cost 


Montana, Wyoming, Colorado, New Merico and west, 
prices slightly higher. 


brings additional exclusive 
features that offer the utmost in 
electric refrigeration value 


Ventilated Front 


This feature of all Crosley models 
permits cool air to be drawn from the 
9 4 An? front and warm air expelled from the 
rear, properly ventilating power unit 


even when refrigerator is placed in 
‘mated space or close to wall. 


The Crosley Tri-Shelvador Series incorporates all the features of the 
It has additional features that make it the out- 
standing achievement in electric refrigeration. 


Model E-43 


4.3 eu. NET capacity, 
9.15 «a. ft. shelf area, 
2 ice trays—42 cubes— 4 ice trays—84 cubes— 
one double depth tray. one double depth tray. 


$135.00 $185.00 


Model E-70 


7 cu. {t. NET capacity, 


The Crosley Radio Corporation - Cincinnati 


Pioneer Manufacturers o 


POWEL CROSLEY, Jr., President 


Radio Receiving Sets) 
Home of “the Nation’s Station’”’—WLW 


.ONE YEAR FREE SERVICE 


Delco, Quiet May, Silent Automatic 
Timken all broke out in space. . 
Gilbert & Barker burners were cleverly 
promoted: “You wouldn’t expect one 
mule to pull a train” and then the dope 
about “one-mule-team” heating plants 

. . Frigidaire’s factory ads continue to 
be attractive tying up both the ’33 and 
"34 slogans . . . Oh, we forgot to men- 
tion Altman’s whose distinguished layouts 
are a pleasure to behold: 350 Seth 
Thomas Sangamo clocks at $3.45, an 
automatic toaster at $6.95 and a “muff- 
nette” at $2.95... Edison Company 
space went chiefly to washers—institu- 
tional as usual. 


Upstate 


In Albany, it would have been hard 
to know whether May 9 was Mother’s 
Day or Leonard Day . . . Leonard dealers 
collaborated on a spread in the papers 
(how the papers hated that!) Here are 
the dealers: John G. Myers (dept. store) 
Standard Furniture, McClure & Dor- 
waldt (music) Swire Radio Store. West- 
over & Wolf, Albany’s leading air-con- 
ditioning and oil burning outfit (GE) 
celebrated the sale of air conditioning 
equipment to the De Witt Clinton Grill 
with a full page ad hailing Albany’s 
newest “Summer Resort” . . . Smart stuff 
. . » Montgomery Ward had washers at 
$33.95 and refrigerators at $139.50... 
John B. Hauf had ABC washers at $49.50 
. .. W. M. Whitney had Frigidaire at 
15 cents a day . . . Braun’s plugged Cros- 
ley boxes and Thor washers at $59.50 
. . - Cluett & Sons featured Westinghouse 
CL-43’s at $147 . . . Berinstein had Gib- 
son refrigerators at $99.50 and Mix- 
masters at $18.25—50 cents down. . 
Fern’s had a washer ensemble, One 
Minute at $44.95 also Prima spinners at 
$79.50 and Prima ironers at $39.50... 
John G. Myers space went to Hoovers— 
that nice “Tranquil” ad—and Hoover 


rebuilts from $19.95 to $39.25... A. 
Swires Furniture plugged Stewart-War- 
ner refrigerators at $129.50 . . . Swire 


Radio offered a “complete home laundry 
(Thor washer, ironer, wringer and sipho- 
drainer) for $69.95, Leonards at $114.75, 
Crosley at $99.50 . . . Adels-Loeb offered 
GE cleaners at $31.95 . . . Boardman & 
Gray had Frigidaire and Merriam, GE 
distributors plugged the bank idea... . 
An active Kelvinator dealer is Albany 
Garage Co. No down payment, 15 cents 
a day as elsewhere . . . Hoy & Co. and 
F. W. Newman featured Norge .. . 
Westinghouse ran a special on floor and 
hand cleaner combination selling for 
$47.50 “at all dealers listed.” 

“Her use of electricity has doubled— 
yet she pays only 4 cents a day more 
than she did in 1923” is the type of mes- 
sage that Buffalo General Electric got 
out in May. Cheap electricity is always 
a stimulant to appliance sales. 

It was the Kelvinator dealevs here who 
got together on a big spread in the 
papers: Hengerer’s, Les Wheeler, Liske, 
Rosinski Furniture, A. D. Houck, 
Schwegler Bros, M. Dibble, Hamlin Air 
Conditioning, Barney Miller, Melzer’s, 
J. M. Kibler, Guenther Electric, Bellanca 
& Barone and Uschold Electric Shop . . . 
Crosley and Frigidaire and Leonard took 
big space, tied in dealer names .. . 
Victor’s and Goold Bros. featured Norge 
. . » Bihl Bros., Mohawk boxes, J. N. 
Adam & Co., the “Electric-Ice” and Uni- 
versal refrigerators, both at $114.50 also 
Voss washers, with two rinse tubs at 
$59.95, elec, cookers at $4.98... Hens & 
Kelly space went to cleaners chiefly— 
Eurekas with attachments at $33.95; 
other offers: Automatic washers $39.95, 
Easy washers $49.50 and Frigidaire 
boxes at 15 cents a day . . . Hengerer’s 
featured Westinghouse boxes, kitchclocks 
at $2.98 ... Weed & Co., Apex refrigera- 
tors and assorted table appliances . . . 
Larkin Department store offered GE 
refrigerators, Apex washers, with terms 
$1 down prominent in the copy .. . 
Adam, Meldrum plugged Apex refrigera- 
tors at $99.50 and Premier vacs at 
$37.50 . . . Schwegler’s had Kelvinators 
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as above mentioned, Easy washers at 
$49.50 and Easy washer-ironer combina- 
tion at $79.50 . . . Household Appliance 
offered Dayton refrigerators (made in 
Buffalo) . . . Kibler had Easy at $49.50 
..« Kobler & Miller, Thor at $54.50... 
Erion’s plugged Leonard at $114.75... 
Frank M. Wolf featured GE refrigera- 
tors, Chas. Liske the Gibson ($129.50) 
. . .» Kay Jewelry advertised Universal 
cleaners at $36.95 . . . Graf & Johnson, 
Universal electric ranges in addition to 
Easy washers . . . Loud Music Co., had 
some rebuilt Kelvinators going at $59.50 
and $48 . . . Victor’s offered a washer 
ensemble at $37.50 and Norge boxes at 
$112.50—there’s one firm that isn’t afraid 
to advertise. They took a whole spread 
in the Buffalo papers to tell the town 
that they had bought five carloads of 
Norge refrigerators 


Middle Atlantic 


In Philadelphia, the housewives ought 
to be pretty familiar with “Ready Kilo- 
watt,” the engaging electrical imp that 
represents electrical service to them. The 
Electrical Association is busy, too, re- 
minding the public that “Every four 
minutes someone in the Philadelphia area 
buys an electric refrigerator.” They've 
just had a refrigerator show there and 
it was a knockout—broke all records for 
attendance and sales. So the Associa- 
tion took a page in the papers to tell the 
world that the fellows responsible were 
George Conover, E. A. managing direc- 
tor; Julius Klein, Leonard distributor; 
Raymond Rosen, Kelvinator ; David Trill- 
ing, Norge; Max J. Lewis, Crosley; 
J. J. Pocock, Frigidaire; W. G. Pierce, 
Jr., Stewart-Warner and Harry A. Ellis, 
Grunow. Some 35,000 people went to 
the show and 327 boxes were sold right 
there. Judson C. Burns continued to 
take big space on General Electric— 
no down payment, 25 cents a day, and 
reported a 100 per cent sales increase 
over last year . . . Strawbridge and 
Clothier took space on GE, Frigidaire, 
Grunow and—of all things!—the Top- 
Icer refrigerator which sells for $59 and 
you have to feed it ice every five days 
. . . Gimbel’s Advertised GE refrigera- 
tors, too, and also featured Norge at 
$199.50... Lit Brothers bought 71 
Leonards and sold them at $149.50—last 
year’s model that used to bill at $197.50 
. . » Maytag washers also came in for a 
share of attention at $89.50. 


Baltimore 


Thumbing the papers, you'd think 
Baltimore was appliance headquarters. 
Gawd! What a slew of ads! All we 
can do is high-spot: Timken burners, 
Frigidaire, Norge and other makers ran 
big ads with dealer names . . . Ditto the 
gas company and the electric company .. . 
One smart stunt the electric company did 
and it looks like Brooks Shackley’s fine 
hand, was a tabloid newspaper, like the 
“Shopping News” devoted entirely to ap- 
pliances . . . Hi, Shack! 

Hochschild, Kohn went for Easy wash- 
ers at $49.50, Hotpoint 5-ft. boxes at 
$142.50, also featured Frigidaire . . . the 
May Company had washers at $39.50, 
Westinghouse boxes at $128.95, Norge 
at $139.50, Quiet May oil burners at 
$397.50 and GE refrigerators at $129 
(4 ft.) They had a “sensational sale,” 
too, and offered 70 refrigerators at 
special prices: 15 unknowns at $74.50, 
20 Leonard from $139.50 to $210.50, 25 
Norge from $189.50 to $279.50 and 10 
Apex from $159.50 to $179.50 . . . The 
Hub had washer-ironer combination for 
$69.50, Frigidaire from $114.50 to 
$316.50, no down payment and 15 to 30 
cents a day terms . . . Hecht Bros. fea- 
tured Frigidaire, Norge, Leonard and 
GE refrigerators—Frigidaire a whole 
page on Mother’s Day—and Maytag 
washers at $89.50 . . . O’Neill’s had 
Frigidaire . . . Hutzler Bros. plugged 
Fluid Heat oil burners. Hoover vacs, 
GE Westinghouse and Frigidaire boxes, 
Hammond clocks at $5. 

Isaac Benesch & Son (Furniture) 
offered Norge at $149.50, Grunow at 
$139.50 and Frigidaire at $114.50—$1 
a week for any of ’em . . . Boss washers 
were plugged too, at $59.95 . . . Pollack’s 
featured Norge refrigerators . . . Ward’s 
sold boxes at $139.50 . . . M. Shaivitz 
had Leonards and House Electric offered 
Norge . . . Apex ran a big ad here and 
Blum’s, Hecht and May tied in with 
space. 
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New England 


Let’s hop over into the bean and 
chowder country and see what Boston 
is doing. There’s a lot of dope about 
R. H. White in this issue so we'll leave 
them out . . . Jordan Marsh went GE 
on washers $89.50 models going for $62 
and square tub $139.50 models going for 
$89.50 . . . 1933 model Frigidaires were 
billed at $109.50 (4.2 cu.ft.) Stewart- 
Warner’s for $118.50, Hoover cleaners 
. . . Summerfield’s Furniture plugged 
Crosley boxes at $99.50... World Radio 
had Copeland at $110 . . . Moller’s fea- 
tured Leonard . . . Gilchrist’s offered 
Maytag washers at $99.50 . . . Filene’s 
featured Hammond clocks at $2.95... 
Kane’s had Leonard and the Boston 
Edison continued their big GE sale... . 
Howe & Co., distributors advertised 
Sparton boxes . . . 40 dealers coop-ed on 
a spread in the papers on Norge re- 
frigerators . . . Gilchrist, Houghton’s and 
Summerfield’s all went together on 
Grunow refrigerators . . . Westinghouse 
took a half page to tell about 5-year pro- 
tection . . . New England Utilities said 
they had 1,000 Williams Oil-O-Matic 
burners available—no more, no less— 
all at $295 . . . Delco Heat Boilers did a 
nice job, too. 


Trial offers on electric ranges are still 
holding the spotlight in Hartford, Conn. 
“See any range dealer or Hartford Elec- 
tric Light Co.” Mayflower Sales Co. 
featured Crosley at $99.50, Steiger’s 
stuck to GE .. . Modern Home Utilities 
took good GE space .. . G Fox & Com- 
pany, Fred Booma and Bauer & Com- 
pany tied in on. the handsome Frigidaire 
ad that is running around the country. 
G. Fox, by the way, is very much on the 
range bandwagon . . . They half-paged 
Hotpoint automatics at $149.50—its more 
space like that the electric range needs 
. . . Universal washers and ironers were 
featured in this store, too — both for 
$64.50 . . . Gilbert & Barker, Delco, 
Silent Automatic and others were in for 
good space. 


San Francisco 


May was refrigerator month in north- 
ern California and led by the cooperative 
advertising sponsored by the Electric Ap- 
pliance society, every large dealer in the 
district advertised refrigerators. Each of 
the leading newspapers of San Francisco 
had a_ special section. Sacramento 
achieved a_ twelve-page refrigeration 
broadside in the Bee. Such small com- 
munities as Colusa, San Rafael and 
Monterey turned over a whole edition of 


Tthe paper to the refrigcration story. In 


San Francisco, Schwabacher-Frey added 
to this a special on GE ironers and 
washers, with a non-tangle ironing cord 
advertised for 89c. and a sale of slightly 
used Electro-Lux vacs at $49.50. Chas. 
Brown and Sons celebrated the opening 
of their new Stewart-Warner refrigerator 
department with special displays and a 
demonstration in the window during the 
week of May 14. Electric clocks, lamps, 
washers and irons received some atten- 
tion. A 6-lb. iron, pad, cover and cord 
control were offered for $2.95. Nathan 
and Dohrmann added small appliances, 
vacuum cleaners and lamps to their re- 
frigerator advertising. Their San Jose 
store rushed the season by advertising 
gifts for June brides on April 26. Lamps, 
small appliances and Thor Washers are 
being sold by the White House according 
to their ads. O’Connor-Moffatt’s sell 
only vacs and refrigerators, but both re- 
ceived their share of advertising and 
were displayed on the main floor near the 
elevators, as well as in the appliance de- 
partment. Hale’s has a model house un- 
der construction and has been bringing 
architects and home builders in by invita- 
tion to see it being built. May is their 
sale month and they featured washers, 
ironers, vacuum cleaners (at $19.95) and 
Dumore floor polishers. (over ) 


DELCO PRODUCTS CORPORATION, Dayton, Ohio | 


DELCO MOTORS Help Sell Your Product 


Delco engineers have been so successful in reducing 
noise, wear, vibration and operating cost that the 
ultimate users of Delco motors regularly receive un- 
interrupted and dependable service year after year. 
For Delco motors have three important features which 
are setting a brilliant pace in the electrical field: 
Sealed Lubrication—Prevents oil seepage and over- 
oiling. Oil is sealed-in at assembly and remains in 
the motor during shipment, installation and operation. | 


Vulcanized Rubber Cradle Mounting—An ingenious 


suspension for isolating all motor noise and vibration. 
While allowing full rotative flexibility of the shaft, 
it also curbs any tendency toward shaft misalignment. 
The No End-Play Noise feature, employing a special 
cork bumper, permanently eliminates objectionable 
end-play noise. Delco has also built something far 
more important into its motors—reputation. Delco's 
high manufacturing standards, plus these three fea- 
tures, result in motors that not only sell themselves 
but also help sell your product. 
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Hale’s are selling refrigerators on fhe 
meter plan at from 15c. to 25c. per 
day. Most of the other stores offer no 


down payment and two years to pay 
McGinnis sells Grunow refrigerators 
with a 5-day free trial offer. Weinstock 
Lubin housed the Bee’s Cooking School 


during May and featured an _ ironer 
demonstration as part of the program 
Breuner’s advertised Easy washers and 
ironers and Eureka cleaners. 


town has been advertising ranges (eleven 
standard makes in a 4-burner model are 
included). In addition to this, the next 
most important event has been the 
message of the substandard appliance 
ordinance, which has resulted in a num- 
ber of sales of small appliances—the sub- 
standard kind which must be disposed of 
promptly. The Eastern advertises West- 
inghouse refrigerators sold on the meter 
plan—lI5c. a day, no down payment, in 


the main floor and allied kitchen goods 
displayed in every department where ap- 
propriate merchandise was carried. The 
book department, for instance, featured 
cook books. The May Company sale this 
year came at the end of April, as it has 
for the past few years. This year the 
teaser ads were particularly clever. A 
cooking expert from one of the local 
newspapers recently staged cooking 
demonstrations on the May roof garden, 


Fresno activities are reported else 
where in this issue. With Free Elec- 
tricity in full swing, and a six page 


addition to the regular range offer. The thus bringing electric cookery into the 
Broadway advertised ranges and re- open. Simplex coffee makers at $3.95, 
frigerators, with a series of demonstra- Dormeyer electric mixers at $12.95 and 
weekly broadside in their newspapers, tions in their GE kitchen. Thor com- electric casseroles at $3.95 are among the 
it would be difficult to find some appli- binations sold from $59.50 up, Premier specials of the month. 

ance which is not being featured. The Duplex vacs at $37.50. Small appliances Barker Bros. went electric refrigerator 


window lighting contest and the electrical went at great reductions early in the conscious on May 5 with an advertise- 
exposition were the main events of the month. Bullock’s celebrated the last two ment covering five makes. Washers and 
month. Refrigerators dominated the sales weeks in May with a kitchen festival at ironers at $39.50 each and reconditioned 
picture. which all major appliances and many sewing machines, are among the appli- 
small ones were featured. Thermex ances which vied with the electric range 

Los Angeles coffee makers at $1.95, Easy ironers at for customer attention. Hospitality day, 


$69.50 and Head Lite DeLuxe Royal 
cleaners at $44.50 will indicate the price 
ranges of the sale. J. W. Robinson’s 
ended April with a home fashion show, 
combined with an architects’ exhibit and 
displays in all departments. May was 
strictly a range month, with ranges on 


which came toward the end of the month, 
featured hostess trays with demonstra- 
tions on every floor of the store. The 
Times Home Service Department an- 
nounced a demonstration of refrigerators 
on May 8 and the Shopping News went 
in for a Food and Household Forum dur- 


In Los Angeles, electric ranges are to 
the fore. The $129.50 offer of the Bureau 
ot Power and Light, the Edison Company 
and the City of Glendale started on April 
30 and will run for a limited time, not 
exactly specified. Every large store in 


TO MAK A “COLD” CANVASS 


GOOD MORNING, MRS. SMITH. MAY | HAVE 


JUST A MOMENT TO TELL YOU ABOUT OUR 


FIRST LET ME TELL YOU ABOUT THESE (vs VERY SIMPLE. JUST BEND IT-~ 
FLEXIBLE RUBBER TRAYS ~~ ONE OF THE LIKE THIS-~ AND ICE CUBES POP 


NEW AUTOMATIC REFRIGERATORS ? NM FEATURES OF OUR NEW MODELS -- YOU RIGHT OUT, ONE AT A TIME oR 
re CAN ALSO GET THEM FOR YOUR PRESENT THE WHOLE TRAYFUL. mr 
weit! — 1 CANT 37 4 
SPARE MUCH 


HOW INTERESTING! 
CERTAINLY 
TELL MR. SMITH. 
ABOUT THEM. 


| TIME RIGHT 
| NOW, 


OH, I'VE HEARD \ = 
OF THEM, 


LIKE TO SEE 


HERE ARE PHOTOGRAPHS OF SUME OF 
OUR NEW MODELS. THIS ONE OUGHT TO BE 
JUST THE RIGHT SIZE FOR YOUR FAMILY. 

1 WISH YOU AND MR. SMITH WOULD 
COME TO THE SHOWROOM AND SEE IT. 


[: = 3) THANK YOu- 


CHIEF, THESE FLEXIBLE RUBBER TRAYS 

ARE THE GREATEST DOOR OPENERS You 

EVER SAW. AND DO THEY HELP SELL 
REFRIGERATORS ! 


dd THIS 1S THE MODEL | WAS | 
TELLING YOU ABOUT, FRED. | THINK ITS 


EXACTLY WHAT WE WANT-~--~- FLEXIBLE 
RUBBER TRAYS AND EVERYTHING. 
LET'S GET IT, HONEY. ' 
I THINK YOUVE 
MADE A WISE 
CHOICE. You'LL 
NEVER REGRET 
THIS PURCHASE. 


You'RE RIGHT, BILL. 
ALL THE BOYS ARE 
GOING PLACES 
WITH THEM. 


OKAY. THOSE TRAYS 
CERTAINLY MAKE 
A WIT WITH ME. 


Tee 
MR, SMITH 
ABOUT IT 


Salesmen! Use Flexible Rubber Trays 
as a door opener and get better results 
from your cold canvassing... 


You're bound to get more inter- 
views, line up more prospects and 
chalk up more sales if you use 
Flexible Rubber Trays as a door 
opener and an entering wedge to 


telling America more about them. 
These advertisements will appear 
in The Saturday Evening Post, 
Collier's, Good Housekeeping, 
Woman's Home Companion, 
your refrigerator sales story. Time and The New Yorker. Thus, 

Ask any salesman who hastried the demand will increase still 
it! further. 

The reason, of course, is that Today you can’t call a refriger- 
everyone is interested in new con- ator really modern unless it’s 
veniences for the home. And Flexi- equipped with Flexible Rubber 
ble Rubber Trays and Grids are Trays or Grids. That’s why all 
among the greatest time and leading refrigerator manufacturers 
trouble savers ever invented. In use them as standard equipment. 
fact, the demand for these remark- And that’s why you ought to insist 
able trays has become so greatthat that every refrigerator you sell be 
more than a million were sold last equip with them. 
year alone! Write to the manufacturer of 

During 1934, advertisements in your refrigerator—or direct to us 
leading national magazines are —for full details. 


THE INLAND MANUFACTURING COMPANY, DAYTON, OHIO 


It will pay you to insist that Flexible Rubber Trays and Grids be included 
as standard equipment in every refrigerator you sell. By so insisting, 
you'll sell more refrigerators—and sell them easier. 


Flexible Rubber Trays and Grids 


ICE CUBES THE MODERN WAY 
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eatured 


ing the month, at which the door prizes 
included an electric range donated by 
Barker Bros. and a waffle iron presented 
by J. W. Robinson’s. 


Pacific Northwest 


Portland started interest in electric re- 
frigerators in April and carried it over 
actively into May. Pepco ran a page on 
the results of a recent newspaper survey 
on refrigerators. Their other advertising 
for the month has run to personal testi- 
monials from customers on the benefits to 
be obtained from the new .8c. per hr. 
water heating rate. Small appliances, 
“obtainable at your dealer’s” were also 
featured. Northwestern Electric went in 
for dealer ads of the semi-cartoon type, 
covering small appliances, in addition to 
the “Hostess News” which listed special 
offers by individual local stores. The 
Jennings Furniture Company started May 
with a special offer on a Monarch range. 
They point out that Westinghouse re- 
frigerators are being installed in the 
renovized home which is being con- 
structed by Portland architects as an ex- 
ample of what can be done along that 
line. The First National Bank continues 
its monthly prizes for home renovizing. 
Lipman-Wolfe are now selling Frigid- 
aires on the meter plan at 20c. per day. 
The Powers Furniture Company started 
May with an offer of no-down-payment, 
one-week-free-trial on Kelvinators. By 
the second week it had become $1 down 
and $1.75 per week for a limited time. 
The Star Furniture Company advertise 
a 30-day trial offer on GE washers. 
Kuhnhausen, who used to be known as a 
washing machine specialist, advertises 
several makes of refrigerators. Meier & 
Frank, who spent most of April conduct- 
ing special demonstrations or shows of 
electric equipment, continued the prac- 
tice during May. Among the events fea- 
tured have been a refrigeration show, 
with a refrigeration school held daily at 
2 p.m. in the company’s auditorium, and 
a home economics show with a cake bak- 
ing contest, during which electric equip- 
ment of all sorts was demonstrated. Easy 
ironers, sold at $69.50, have been demon- 
strated by five demonstrators daily in the 
electric department. Their essay contest 
on “What My Next Major Purchase For 
the Home Will Be” was won by a woman 
who wanted an electric refrigerator. 
Specials for the month include (Reg. 
$6.50) Hammond electric clocks at $2.99, 
$8.50 Universal hot plates at $2.99, $49.50 
Barton washers at $39.50. And so on. 
Never a dull moment. 


Seattle-Spokane 


In Seattle the City Light Department 
started May with the offer of a Westing- 
house 3-burner range for $68.10, cash, or 
$1 down and 2 yrs. to pay. Electric water 
heaters were also offered at $69.50, or 
$10 less if your old tank was used. 
Frigidaires, model 434, they sell for 
$109.50 cash and water heaters as low as 
$19.50. The Puget Sound Light & Power 
Company have been concentrating on 
their .8c. water heater rate and have fea- 
tured a contest closing on May 15 on 
“Why I Would Like to Own Your Auto- 
matic Water Heater. Grunbaum Bros., 
who held a recent kitchen show, advertise 
Monarch electric ranges at $84.50 and 
Westinghouse refrigerators and washers. 
The Bon Marche ran an electric exhibit 
in their auditorium during April, with a 
manufacturer’s display of Monarch 
ranges in their basement. They adver- 
tise a model kitchen presented by courtesy 
of the Madison Lumber Company. Sew- 
ing machines, lamps and small appliances 
received the bulk of attention in their 
advertising. Sears, Roebuck announce a 
sale of electric brooders and farm appli- 
ances. The Dependable Refrigerator 
Company opened its doors in May, spe- 
cializing in Kelvinator equipment. In 
general, refrigerator advertising domi- 
nated the picture. 

The Washington Water Power Com- 
pany offered the citizens of Spokane dur- 
ing May an electric range with free wir- 
ing and an allowance for trade-in of their 
old equipment. They also feature electric 
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refrigeration and several small appli- 
ances. The company announces an elec- 
tric hour over KHQ every Friday morn- 
ing at 8:45. For the remainder of Spo- 
kane, the picture was almost entirely de- 
voted to electric refrigerators. Tull & 
Gibbs and Liberty Furniture advertise 
Kelvinators, Pratt Furniture, Norge, 
and the Associated Hardware Stores sev- 
eral makes. James Smyth, Plumbing and 
Heating, handles GE and Westinghouse 
refrigerators and advertises air condition- 
ing for stores, offices and homes. 


Intermountain 


In Denver we find the Public Service 
Company of Colorado running a special 
on electric percolators at $6.95, with $1 
for your old perc. Ironers and combina- 
tions, washers, mixers, fans, heating pads, 
vacs, fixtures and _ refrigerators are 
among the appliances illustrated in their 
all-inclusvie ads. “From your electrical 
dealer or from the Public Service Com- 
pany” is the slogan which appears at 
the bottom of each page. The Denver 
May Company’s annual sale came this 
year on May 4, during which $148.50 
Westinghouse refrigerators sold _ for 
$117.50, $75 White electric sewing ma- 
chines for $53.50 and other like reduc- 
tions. During the rest of the month elec- 
tric refrigeration was featured for other 
selling points than price. The Denver 
Dry Goods Company recently ran a 
Home Furnishing Style Review, with an 
evening program sponsored by the Den- 
ver Federation of Federated Women’s 
Clubs. Twenty-two furnished rooms were 
on display and food demonstrations were 
continuous. The Denver Rocky Mountain 
News is running a Garden Lighting Con- 
test and recently staged an exhibit of 
garden lighting on the roof garden of the 
Shirley-Savoy Hotel. Sears, Roebuck 
varies the cooking school idea by having 
theirs run by a man. In general electric 
refrigeration dominated the advertising 
picture in Denver for May. 

The Montana Power Company devoted 
April to a sale of vacuum cleaners and 
small appliances in Butte. Starting in 
May they offer Westinghouse and Hot- 
point ranges for $114.75 up, with free 
wiring and installation and an allowance 
for your old range—coal, gas or obsolete 
electric. National table stoves might be 
purchased from them at $4.95, $1 down 
and $1 per month, to be paid with your 
electric light bill. Refrigerators also re- 
ceived considerable attention, with special 
emphasis on a large installation recently 
made in a local apartment house. Hen- 
nessy’s advertised Ingraham electric 
clocks (regular $6.95) for $3.95 and GE 
washers at $59.50, $64.50 and $74.50. 
Oechsli’s featured Crosley refrigerators 
and Paramount washer-ironers at $89.50, 
or washers alone at $49.50. 

Reno divided its attention between 
ranges and refrigerators. H. E. Saviers 
& Son offered Westinghouse refrigera- 
tors and Monarch ranges, your old range 
as down payment and home wired free, 
at $6.50 per month. A set of aluminum 
kettles was thrown in for good measure. 
The Nevada Machinery and Electric 
Company sell a 4-plate Standard range 
at $75. The Osen Motor Sales specialize 
in G.E. ranges and advertise also G.E. 
Thrift Cookers. They have a downtown 
display and sales room in Washoe Market. 
Sears, Roebuck offer Goldspot Refrigera- 
tors at from $109.95 to $169.50, $5 or $10 
down and from $6.50 to $10 per month. 
Kenmore washers they sell for $54.95 
cash. 

Salt Lake has a new water heating rate 
and the Utah Power & Light Company 
had no intention of allowing its cus- 
tomers to forget that fact during May. 
Refrigeration, electric kitchens, cleaners, 
ranges and electricity itself came in for a 
share of their advertising. “Electricity is 
the Biggest Bargain in Your Home” is 
the slogan of their ads. A modernization 
Exposition is under way at Broadway 
and State Sts. “Drive out and shop” 
urges the Southeast Furniture Company, 
evidently located on the outskirts of town, 
but featuring washers, refrigerators, 
ironers, and electric ranges in its adver- 
tising. Washers and ironers, progressing 


to refrigerators, is the story of most of 
the advertising. This is true of the Stand- 
ard Furniture Company, the Granite, 
Auerbach’s and Axelrad’s. The Z.M.C.I. 
offers bargain prices on a limited number 
of both appliances. Keith-O’Brien’s have 
been running an essay contest with an 
electric washer as first prize and a $10 
merchandise order on the purchase of an 
electric refrigerator as 2nd. The con- 
testants are required to write 20 words 
on the Westinghouse refrigerator. 


Southwest 


The El Paso trial plan on water heaters 
and ranges ended Apr. 30 and is reported 
to have been a great success. 

Phoenix sold refrigerators and washers 
during May. The Central Arizona Light 
& Power concentrated on refrigerators— 
Leonard, Westinghouse and General 
Electric. The Electrical Equipment Com- 
pany announced the sale of Kelvinators 
on the meter plan. Dorris-Heymann 
ended a 3-month washing machine sale 
on various makes, including Maytag, 
model 30, at $109.50, Thors $54.96 to 
$84.50, Westinghouse from $59.50 and 
also cheaper makes. They also featured 
Everhot cookers at $11, and electric fans. 
The New State Electric will sell Auto- 
matic washers at $1 down and $1 a week. 
A. Cass-Redewill announces Hotpoint 


refrigerators and Thor washers and 
ironers at $2 down. Fans, refrigerators 
and washers are also on sale elsewhere 
in Phoenix, as the month’s advertisements 
testify. 


Middlewest 


Just as the Literary Digest poll gives 
a pretty fair idea of political sentiment, 
although not pretending to catch every 
voter in a like manner it is possible to 
learn much about appliance sentiment 
simply by leafing through the advertising 
of the leading newspaper of each Middle 
West community. Executives spend 
money for space just like the gentleman 
from Kentucky shoots—straight at the 
mark. 

Milwaukee, St. Louis, Kansas City and 
Chicago were most active last month in 
the advertising parade. Des Moines dust 
clouds suffocated local enthusiasm, 
Omaha was out where bad news about 
the drought was coming in, and Minne- 
apolis, with its late season for refrigera- 
tion, had failed to be enthused about any- 
thing up to press time. 

A check made of the inches of adver- 
tising used in each principal newspaper 
tells the story. Though it is the height 
of the washing machine season, it reveals 
that low prices left little for promotion. 
It shows, too, that chain stores, the head- 


ing which embraces Sears and Mont- 
gomery Ward, are varying their policies 
widely in different cities. 

Chicago—Taylor keeps repeating two 
column copy featuring testimonials and 
offering a $49.50 washer ... must be 
pulling. Fish Furniture keeps hammering 
away on an ensemble home laundry set 

. Sears, displayed prices on washers in 
Chicago is $39.95. Wurlitzer offers re- 
conditioned Frigidaires, Zerozones and 
Kelvinators at $48 . . . Wieboldt’s De 
partment Store repeats copy on a 
Frigidaire at 20c. a day... General 
Furniture takes a shot at a Junior washer 
at $14.95. Commonwealth Edison has a 
campaign on Nesco roasters. Carson 
Perie Scott Department store expands its 
home appliance department, announcing 
Westinghouse, Apex, Stewart-Warner 
and Maytag as brand names. Boston 
Store features an Arctic Queen electric 
refrigerator at $94.75, $119.75 and 
$149.75. 

Des Moines—Ginsbergs likes the head- 
ing “3 nickels a day for a Kelvinator” 
. . » Davidson’s offers Frigidaires at 15 
or 25c. a day... Schneiderhahns’ 
proposition is nothing down on a 
Leonard. Barnett’s throws in a free drain 
tub and ironing board with the G. E. 
washer at $59.50 . . . Davidson’s is quot- 
ing Stewart-Warner refrigerators at 


What every merchant should know 
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The GREATEST M 
ON EARTH 


agazine 


Circulation 
in the World 


THEAMERICAN 
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00 


Greatest 
Circulation 
in the World 
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AMERICAN WEEKLY 


lies read its editorial pages. To 
the alert retailer, this spells 


attracts the greatest maga- 
zine audience in the world be- 
cause it is the most interesting 
magazine in the world. Every 
week more than 5,500,000 fami- 


profit”— profit in featuring 
the merchandise advertised in 
The American Weekly, because 
this vast audience also reads the 
advertising pages. When more 
people read about a product, more 
people want it, and they'll buy 
it from the retailer who caters to 
their wants. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
total circulation of more than 5,500,000. 
In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 
... and, in addition, more than 1,900,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 
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_ two years’ intensive ex- 
perimentation, Kadette now 
announces its new auto radio— 
incorporating entirely new and 
extraordinary features, with un- 
surpassed tone quality and per- 
formance. 

First—the chassis is mounted in 
a metal drawer that slides out for 
servicing while radio is operat- 
ing. Handsome black crystal 
finished rust-proof, all-steel cabi- 
net. Three-position mounting. 


namic dust-proof speaker—extra 


Second—a newty pe completely dy- 
large 


Tone control. 


Third—latest type plug-in “B” 
supply vibrator—replaces as 
easily as a tube. 

The circuit is the most advanced 
type six-tube superheterodyne of 
exceptional range and power. 


Full automatic volume control 
giving steady performance under 
all conditions. 


International engineers have a 
nationwide reputation for build- 
ing “punch” in radio circuits— 
an ability of genuine importance 
in the design and construction of 
an automobile set. Dealers de- 
siring the satisfaction of selling 
a car radio that will perform— 
and keep on performing —will 
feature the Kadette. 


Completely we with re- 
mote control and illuminated 
airplane type dial, clamps to the 
steering column or dash. Easy, 
mounting. 

Write or wire for details. This 
will be the big seller of 1934. 


Completely installed 


ANN ARBOR, MICHIGAN 


including suppressors 50 
INTERNATIONAL RADIO CORPORATION —_— 


Bucket Blade 


Fan 


This type ventilating fan 
—designed for commer- 
cial use, kitchen, laun- 
dries, bakeries, and 
similar installations — 
moves a large volume of 
air. Alternating current, 
single phase—12”, 16”, 
18”—motor, self - cool- 
ing type, totally en- 
closed. Easy to install. 
Write for complete in- 
formation, prices and 
discounts —also for 
Signal’s 1934 complete 
fan line. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
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Ow 
THIS NEW COFFEE MAKER 
WINS NEW CUSTOMERS 


ORMOND 


The Newest. Thing 
Electric (Coffee Makers 


Ormond — the most outstanding 
advance in twenty-five years! It 
creates an entirely new market for 
glass coffee makers. Every woman 
will be delighted to pour from the 
Ormond. Sizes— from two to eight 
cups. Prices— from $8.95 to $10.45. 
Tray extra. 


‘Trade Mash Res. U.S Pat 
THE ORIGINAL GLASS COFFEE MAKER 


Silex gave America ~ Better Coffee 


THE SILEX COMPANY 
80 Pliny Street 
HARTFORD 
CONN. 


Featured 


in MAY 


CONTINUED FROM P.33 


$129.50 . . . The Fred Keating Coal Co. 
is out with a G. E. Oil Burner . . . Gins- 
berg’s offers a “nationally known” washer 
at $39.95. 


Kansas City 


Kansas City, Mo.—Here in this Mis- 
souri River town the Kansas City Power 
& Light Co. is renting electric ranges 
.. . Jenkins has a new word for it... 
offers a “meterator” clock on Kelvinators 

. Mace-Ryer is out with a contest 
featuring as a prize a Stewart-Warner 
refrigerator ... Sears gives the Cold- 
spot refrigerator publicity at $124.50, on 
sale days at $117.50... Harris Goar 
tells the world that Grunow prices begin 
at $134.50. Sears advertises a washer at 
$42.95. The Kansas City Power & Light 
Co. does something constructive by adver- 
tising that l4c. worth of current will 
wash 35 pounds of clothes. This is the 
town where laundries are offering free 
laundry for filled out questionnaires. 

Smartest retail copy of the month for 
timeliness was Kelvinator space featur- 
ing the fact that Fan dancer Sally Rand 
had bought one for her Glendora, Calif., 
house—and broke it the morning she ar- 
rived in home town Kansas City for a 
week’s show. Katz Drug Stores figure 
best small appliances are: desk lamp, 98c. ; 
iron, 94c.; whistling tea kettle, 57c.; 


" toaster, 89c.; hot plate, 99c.; kitchen 


clock, 69c.; mixer, $1.09; hair dryer, 99c., 
and potato baker, 95c.... The Apex 
line is advertised . . . Midwest Electric 
Appliance Co. features G. E. at 15c. a 
day. 


Omaha 


Omaha—This is the home town of the 
most bustling dealers of the month... 
Paramount Radio advertises for old ice 
hoxes .. . One of the best headlines of 
the month was that of Union Outfitting, 
below row of baby faces . . . “Trusting 
Little Faces that Depend on You to Guard 
Them Against Disease and Infection.” 
The Super Service Station goes after 
Delco Oil Burner business in May... 
Michels take a down payment of “25c.” 
on a Leonard, with 15c. daily thereafter 
. . . Hayden’s opens a new appliance de- 
partment April 26 with a lot of glory and 
beautiful windows . . . Apex is featured 

. . Paramount Radio has a spinner at 
$49.95, no name given . . . Sears bangs 
out with a color page on the Kenmore 
Washer at $36.95 . . . Hayden’s adver- 
tise themselves as Omaha’s North Pole, 
with Leonard, Grunow, Norge and G. E. 
refrigerators under the icicles. 

Dealer Williams comes forth with the 
Wurlitzer Duozone refrigerator .. . 
Nebraska Power Company has rebuilt 


Hoovers at $28.95 . . . incidentally Mrs. 
B. E. Marsh of that utility is a former 
Hoover “man” . . . Union Outfitting is- 


sues a last call for Maytags at $59.50, 
prices advancing May 28. Brandeis 
plugs the G. E. refrigerator at the odd 
price of $7 down and $7 a month... 
Paramount Radio comes out with a com- 
plete home laundry outfit at $54.95, and 
must have got results, the ad being re- 
peated. 


St. Louis 


St. Louis—This town, which gets hot 
early, boasted the only water cooler ad- 
vertising in May... Brandt has a 
headline, “4 off from former price” featur- 
ing a One Minute washer which seems to 
be pulling. Union Electric Light & 
Power Co. is plugging the Nesco Elec- 
tric Roaster, the Hospitality Tray, G. E. 
Electric Clock, and the Mixmaster .. . 
also ABC washer and ironer. 

Stix, Baer & Fuller advertise an Apex 
washer at $69.50... Franklin Furni- 
ture keeps repeating an offer of a washer 
outfit for $39.95 . . . the General Elec- 
tric range is carried in Stix, Baer & 
Fuller publicity ... Sears runs page 
copy on the Kenmore washer at $39.95 

. . the Hub displays the Crosley Shelva- 
dor at $99.50. 


|Another 
FIRST 


that made a 


SECOND 


And it is vital that you be 
represented in the 1934 or 
“second” National Elec- 
trical Exposition to be held 
in Madison Square Garden, 
New York City, September 
19th to 29th. 


Response of the public to 
the wonderful appeal of the 
“first’’ National Electrical 
and Radio Exposition held 
in New York last September 
proved beyond any shadow 
of doubt that such a show 
was wanted, for more than 
205,000 persons viewed the 
displays of— 


REFRIGERATION 
DOMESTIC and 

| INDUSTRIAL APPLI. 

| AIR CONDITIONING 
RADIO 

OIL BURNERS 


The 1934 Exposition offers 
to the electrical industry the 
opportunity to make a spec- 
tacular and concerted busi- 
ness drive in the World's 
Greatest Market for Elec- 
trical Equipment of All 
Kinds. 


SPONSORS 
Electrical Association of New York 
MANAGEMENT 
Madison Square Garden Corporation 


For complete information address 
J. Bernhart, Manager 


NATIONAL 
ELECTRICAL EXPOSITION, 


MADISON SQUARE GARDEN, 
NEW YORK 
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Milwaukee—Schuster’s do not name it, 
but offer an electric mixer for $9.95 
_ , . Gimbels is neutral on the contest be- 
tween ice and electric refrigeration, and 
features side-by-side the Crosley at 
$99.50 and an ice box at $12.98... 
May was chilly in Milwaukee, judging by 
the Electric Company’s portable heater 
offer, repeated several times. Incidentally 
this utility featured the Hamilton Beach 
cleaner . . . Wurlitzer broke out with 
copy on a “nationally famous electric re- 
frigerator” at $59.50 ...Camel Oil 
Burners favored their signal light that 
tells when to fill tanks . . . Boston Store 
advertised Frigidaires at the odd price of 
17c. a day . . . Schuster’s gave space to 
ABC washers at $49.95 . . . mysterious 
trade names for washers advertised were 


‘LaSalle cleaner . . 


the Priscilla and the AMC Laundress 
(1900) . . . Schaefer offers a G.E. range. 

Wisconsin Sales & Supply Co. an- 
nounces a trainload of Westinghouse re- 
frigerators arriving... The Electric 
Company gives space to an electric water 
heater. 

Minneapolis—This twin city town had 
on wraps so far as appliance advertising 
was concerned in May. Camel Oil Burner 
space appeared... Gambles_ offered 
wash tubs with Blackstone washers . . . 
Dayton’s took a page to announce G. E. 
and Norge refrigerators on a 24 month 
payment plan... Boutells features the 
. the Northern States 
Power Company advertised the Eureka 
vacuum cleaners. That’s about all there 
was. 


Inches of Appliance Advertising Carried by 
Principal Newspaper Last Month—Midwest 


Washers 
pt Furniture ‘ Nat'l Chain 
Stores Stores Dealers Distributors Utilities Stores 
Chicago... .. 107 67 0 30 116 
Des Moines. 57 15 0 0 22 
Kansas City 12 30 24 21 70 
Omaha...... 94 229 0 14 27 
St. Louis. 106 86 47 23 241 
Milwaukee 148 94 0 30 117 
Minneapolis 4 6 0 0 0 
528 527 7 118 593 
Refrigerators 
Chicago... . 316 66 766 45 122 
Des Moines 253 44 60 
Kansas City 508 926 409 349 188 
Omaha... . . 265 1,050 60 42 
St. Louis. . 836 71 644 %6 1 
Milwaukee 443 570 620 42 109 
Minneapolis 163 39 108 0 12 
2.764 1,430 2,966 2,662 472 789 
Cleaners 
Chicago. . 22 0 0 0 191 0 
Des Moines 0 0 0 0 0 0 
Kansas City 0 0 0 36 0 0 
maba.. 0 3 0 0 78 3 
St. Louis 0 0 7 76 i) 8 
Milwaukee. 0 0 0 0 26 8 
Minneapolis 33 0 0 10 %3 0 
55 3 7 122 328 19 
Small Appliances 
Chicago.... . 0 0 0 0 25 10 
Kansas City 0 0 0 0 19 0 
Moines 0 0 0 0 0 0 
Omaha... . 0 0 36 0 70 0 
St. Louis 10 0 0 0 68 0 
Milwaukee 22 0 36 0 62 0 
Minneapolis 4 0 0 0 0 0 
36 0 72 0 344 10 
Ironers 
Chicago. 22 0 0 0 Bi) 15 
Omaha... ... 68 0 0 0 12 8 
St. Louis. 0 0 8 0 17 8 
Kansas City 0 0 0 24 0 0 
90 0 8 24 59 3 
Electric Ranges 
St. Louis 14 0 6 36 0 
Milwaukee 28 0 30 24 0 
Kansas City 0 0 0 48 0 
42 0 36 108 0 
Oil Burners 
Chicago 0 0 45 0 0 
Omaha.. 0 39 0 0 0 
Milwaukee 0 9 0 0 0 
Des Moines 0 56 0 0 0 
Minneapolis 0 24 0 0 0 
128 45 0 0 


0 
Dept Furniture 
Stores Stores 


Nat'l Chain 
Dealers Distributors Utilities Stores 


Alameda City 
Begins Appliance 
Merchandising 


The Board of Public Utilities of 
Alameda, Calif. announces a new 
policy of active merchandising of the 
major load building appliances — 
ranges, water heaters and air heaters. 
The municipality, however, will con- 
tinue its cooperative activities—and in 
all advertising plans to feature dealers’ 
displays and merchandise as well as 
that offered in its own store. Installa- 
tion costs on ranges will be absorbed 
up to $25. Similar allowances are 
made on water heaters and air heaters. 
Air heating installation costs are met 
by a “construction deposit” put up by 
the customer and absorbed over a 
period of two years by allowance on 
monthly bills. 

The new policy supersedes the free 
range wiring offer of last year. This 
placed a gratifying number of ranges 
on the company lines through dealer 
sales, but it is hoped that the present 
plan will help to make up for other 
losses in domestic load. A 32-gal. 
water heater with automatic demand 
control is now being featured at $3.62 
per month, to be added to the electric 
bill over a period of 24 months. 
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EEI Sponsors 
Water Pump Drive 


* The EEI are going to do something 
about water pumps now. 

Along the lines of the “Better Light 
—Better Sight” lighting activity and 
the Table Cookery and Refrigeration 
campaigns, the Rural Sales Committee 
of the Edison Electric Institute are 
planning to make thousands of rural 
and semi-rural home running water- 
conscious. 

The committee will be known as the 
Electric Water Systems Cquncil and 
Mr. P. H. Powers of the West Penn 
Electric Company will be chairman. 
Object: To double the present sale of 
electric water pumping systems and 
get a better working relationship be- 
tween utility companies and dealers in 
electric pumping equipment. 


v 
6e. Shirt Price Lure 


Belief that where the shirt goes the 
family’s laundry will follow has in- 
spired a group of Chicago laundries to 
advertise a price of 6c. per shirt when 
sent in with a bundle of wet wash or 
rough dry clothes. Silk or dress shirts 
are not included. Full pages are being 
used to put over the idea. 


open ends of the Ironrite. 


the shoe beneath the roll. 


The Still Different 


Thousands of satisfied users have evidenced that the differ- 
ent Ironrite features give to the dealer a proven appliance 
as well as an Ironer which embodies distinctive characteris- 
tics, making Ironrite the only specialty in its line. 


Competition, in telling their respective stories, admit the 
wonderful advantages of the free and unobstructed double 


lronrife 


Laundresses, the country over, constantly laud the ease of 
handling their garments over a stationary feed board. 


Economists fully endorse the economic feature of having 
There is no wasted heat. 


The Yronrite IRoner Company 
Detroit, Michigan 


Congratulates the 
New and Different 
ELECTRICAL MERCHANDISING! 


with the 
World’s Largest 


BURGESS 


ahi: 


Once more BURGESS gives you some- 
thing bigger and better to sell! The 
BURGESS “‘Straight-8” is the world’s 
largest flashlight. It throws a power- 
ful beam of light 2,000 feet! 


PRACTICABILITY — There is an 
actual need among hunters and trap- 
pers for the BURGESS “Straight-8” 
Flashlight. Men and boys will buy 
them for signalling, both at home and 
at camp. You sell eight No. 2 UNI- 
CELS with each “Straight-8”, and each 
sale nets you a real profit. 


PROFIT—It pays to sell the BURGESS 
line of Flashlight, Radio, Ignition and 
Lantern Batteries. The familiar Black 
and White Stripes mean “DEPEND- 
ABILITY” to users; faster turnover 
and more profit to you. 


BURGESS 
Leads aqgat 


= 


Flashlight 
the 


=- 


Window Features 
The BURGESS 
“Straight-8” will 
attract as much at- 
tention as a new 
model automobile. 
It will bring traffic 
into your store. 
Do the unusual. 
Revalue your store 
to the community. 
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FREE TOWELS AND 
BLINDFOLD DEMO. 


Franzen Hardware Clicked With An 
Electrical Show Of Their Own 


ee ECAUSE hundreds of per- 
sons came into our store 
as many as three times a 


week and still did not realize how 


. many varieties of electrical appliances 


we carried, we decided to rent a nearby 
store room and stage an electrical dis- 
play of our own,” explained J. 5S. 
Rencher, advertising manager of the 
Franzen Hardware Company, River- 
side, Calif. “You see, small electrical 
appliances are carried in our home- 
wares department, electric ranges are 
carried in the basement, refrigerators 
are in the furniture department, radios 
in the radio section, electric sewing 
machines on the mezzanine, washing 


machines and ironers in the hardware 
department ; so it is obvious that, with 
100 feet of store front, two store en- 
trances, a basement, a mezzanine, and 
a second floor, the average visitor 
could not realize how much mer- 
chandise of an electrical nature we car- 
ried. 

“Two doors away was a_ vacant 
room, 25 feet by 90. We rented it 
for practically nothing for ten days. 
We covered the walls with rugs from 
our rug department, set tables down 
the center, arranged large appliances 
down the sides, installed a good light- 
ing system, and brought examples of 
every variety of electrical goods— 


MISS VIVIAN PARKER demonstrating how even a blindfolded operator 
may iron on an electric ironer. Scene in Laundry Equipment Section of 
Franzen’s, Riverside, Calif. 


even gadgets, such as fuse plugs—into 
it, and invited the public to visit us. 
We even had examples of special 
out-door flood lamps, and electrically 
powered tools. 

“While we were not adverse to mak- 


“IT’S ADVERTISED IN 
GOOD HOUSEKEEPING!”... 


185 department and electrical stores 
told us that this statement—properly 


merchandised—increased sales of fea- 


tured items as much as 30%. 


For 32 years Good Housekeeping has 


guaranteed satisfaction with every prod- 


uct advertised in its pages. 


Women buy products advertised in 
Good Housekeeping more readily be- 
cause they know its advertising Guar- 


anty is a never-broken pledge of sound 


value—lasting satisfaction. 


Hundreds, perhaps thousands of 
women in your community believe in 
Good Housekeeping’s Guaranty. It will 
pay you to make a special feature of 


products advertised in this magazine. 


Good 


Housekeeping 


Everywoman’s Magazine 


TEST IT YOURSELF 


Send for this poster. Display it with 3 
or 4 items advertised in this month's 
Good Housekeeping. Watch customers’ 
reaction. Keep an accurate record of 
sales. See for yourself what this Guar- 
anty can do. 


GOOD HOUSEKEEPING TRADE SERVICE 
S7th St. at Sth Ave., New York, N. Y. EM 6.34 


Please send poster in size checked ( ) 22x28 
for windows ( ) 9 x 12 for counters. 
Your name 


Name of Store 


City & State 


ing sales, the main purpose of the ex- 
position,,as we advertised it, was to 
educate the public not only to the ex- 
tensiveness of our lines but also to the 
excellence of 1934 merchandise. We 
never pressed anyone to buy, though 
we would accommodate anyone who 
desired to. And, while we gave a prize 
each day to one of those who regis- 
tered, we did not, and shall not, use 
the names we obtained for a mailing 
list; nor will we follow up suspected 
leads unless the ‘suspects’ requested 
us to. We believe that, under present 
conditions, education is the important 
thing, for education will lead the peo- 
ple to buy when their conditions per- 
mit them to do so. 

“We had some demonstrations. 
Among them was an ironer demonstra- 
tion which we believe will result in 
many sales, for we encouraged the 
women to get the feel of an ironer. 
We bought a large quantity of 18 by 
36 inch Cannon huck towels, and on 
certain days and on certain hours, we 
offered to give free of charge to any 
woman who would sit down and iron 
one of those towels, the towel she 
ironed. We exhausted our supply. 
We count on the experience causing 
those women to eventually buy ironers. 

“This event was staged in the rear 
of the room for the purpose of forcing 
the women to walk the length of the 
place and view all the merchandise we 
had displayed. 

“At certain hours of the day, too, 
we had demonstrations of shirt iron- 
ing by a blindfold operator in the dis- 
play window. 

“While no strong arm methods were 
used to obtain sales, or prospects, we 
sold merchandise every day. On one 
day we sold enough to pay the ex- 
pense of the entire ten days exposition, 
which ended the day before Easter.” 


v 


Filling the Spot 


Vacant window space in _ stores 
adjacent to electrical dealers offers a 
detriment to business. The Hubbard 
Electric Company, Battle Creek, Mich., 
when it found the store next door was 
to be vacated, made arrangements to 
display washers, electrical ranges and 
refrigerators in the vacant windows 
and thus has been able during the past 
year to make the empty store next 
door an asset instead of a debit. 

E. D. Hubbard, president, and Max 
Huber, sales manager, when they found 
the large chain store which had occu- 
pied the building next door to them at 
97 West Michigan Avenue was to 
move down the street, made arrange- 
ments to fill tha vacant spot with win- 
dow displays, largely of ranges (Elec- 
trochef, Westinghouse, Waldorf ). 

A small rental cost for the window 
and electrical charges are all that was 
needed to make the vacant windows 
start playing again. 
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THEM FOR YOU 


Planned Selling . . . a newer, better and amazingly 
different method of merchandising Conlon Electric Iron- 
ers direct from YOUR store to YOUR customers! 

The New Conlon Plan is broad... you’ve never 
heard of a fairer, more liberal or safer deal on any line 
of products. 

The New Conlon Plan is sure ... you've never 
seen so complete and attractive a program for selling 
any item in the home utility field. 

The New Conlon Plan is flexible . . . from met- 
ropolitan department stores to the individual specialty 
shop—we have a definite plan of intensified selling, tailor- 
made exactly to the measure of your establishment and 
your market. 

The New Conlon Plan is exclusive . . . open retail 
franchises are still available in many cities; and certain 
protected territories await the applications of aggressive 
jobbers. 

Conlon Sells Them for You! We mean exactly and 
literally that. The Conlon line must show you a positive 
profit—and we can guarantee it. 


CONLON IRONERS ARE “HOTTER” 
than ever for 1934 


The greatest under-sold market in the appliance field at this moment is 


SAMPLES from 
The New 
CONLON Plan 


FREE ... Year-round train- 
ing of your Irener Salesmen. 
FREE ...¥actory- trained 
and factory-paid demonstra- 
ters. 


FREE ...Periedic services 


raborator te 


See the Conlon 
exhibit at Chi- 


cago’s Centur 
g 7 


Electric Ironers! Today, actually 96% of the wired-homes in your city of specialty sales crews. of Progress this 
do not know the economy, efficiency and speed of this modern necessity. FREE... Tested Programs Summer.(Win- 
Every washing machine owner is a prospect. Every user of ““damp wash” for seasonal Sales “Drives.”” dow No. l., 
service is a potential buyer. No troublesome “‘trade-ins’’—no comparable | #iREMessSeuvenire and re- Electrical 
competition. Instead, a virgin market, waiting; with your certain profits _ minders te bring in the Bldg.) 


crewds. 

FREE ...Bye-compelling 
display material. 

FREE... Weekly sugges- 
tiems fer increased sales. 
FREE... Ulustrated Cus- 
temer-Sales-Demonstrators. 


assured by The New Conlon Plan. 


Again for 1934, the Conlon line of Electric Ironers is a step ahead of the 
crowd. Write today . . . use the handy coupon below . . . for a complete 
outline of The New Conlon Merchandising Plan. 


THE CONLON CORPORATION 
52nd Ave. and 19th St. CHICAGO, U.S. A. 


—and many, many more 
selling helps te pre- 
duce sure and quick 


America’s 
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of the 


appliance 


The outstanding 
development in 
heating element 
material for 
quality appl. ff 
ances [ts 
“NICHROME V 


PH 
4 


_— results reported by 
dealers, department stores and 
utilities show a definite trend 
toward the better quality appli- 
ances by the purchasing public 
. better 


.. . better profit 
customer satisfaction. 


“Nichrome” V was developed 
for this demand . . . for after 
all the heating element material 


is the Life of the Appliance. 


“Nichrome”’ V is the standard 
of comparison for resistance 
material. Tests are available to 
prove this important considera- 
tion in heating appliance de- 


sign. 


* Life of heating appliances 
is reckoned in terms of total 
life and useful life. When 
the heating element decreases 
10% in wattage, efficiency de- 
creases and expense increases. 
Useful life in our estimation 
is ended though the element 
continues on to a final burn- 
out. 


Specify "Nichrome” V to in- 
sure maximum “useful life.” 


Driver-Harris 


Company 
HARRISON, N. J. 


Chicago England 
Detroit France 
Cleveland Italy 


Electrical Appliances 


are in 


“TEMPO” 


“Everybody is talking Tempo’—so 
run the advertisements of Barker 
Bros., home furnishings store of Los 
Angeles. And Southern California 
seems indeed to have adopted the word 
permanently into its vocabulary. 

What happened was that the adver- 
tising department of Barker Bros. had 
for some time been looking for a dif- 
ferent word for “modern.” There was 
a stigma attached to “modern” due to 
the extremes of color and form which 
had been exploited in furniture and 
home design under this title, but never- 
theless it was true that the up-to-date 
in color, simplicity and utility was the 
thing which the public desired. They 
found themselves using the phrase, “in 
the tempo of today” so frequently that 
at last it occurred to them to copyright 
the word and make it distinctively a 
Barker Bros. slogan in the minds of 
the public. Barker Bros. went 
“Tempo.” 

And in so doing, of course, they 
went electrical. The word signifies all 
that is fine in the modern idea—sim- 
plicity of line and color, the combina- 
tion of the graceful and the substantial, 
with the emphasis on modern utility 
ind comfort. This meant moden fur- 
niture and accessories, but even more 


Even the humble kitchen 
can be modernized by 
touches of Tempo—in the 
color scheme, which is a 
symphony of greens, from 
the green linoleum of the 
floor to the light green of 
the range. 


important it meant modern indirect 
lighting and modern electrical cleanli- 
ness and comfort obtained through 
electrical equipment. So Barker Bros. 
electrical department, under V. T. 
Pender, went “Tempo,” too. 

The word was announced in a broad- 
side of newspaper advertising and 
through an exposition of model 
“Tempo” rooms on the sixth floor of 
the store. These were the latest word 
in every detail, with special attention to 
lighting and convenience. The dining 
room, for instance, was featured as 
particularly a night time room. The 
windows were of frosted glass, so that 
daylight lighting in itself was indirect 


| and in the night effect, a particularly 


satisfactory general illumination was 
obtained by trough lighting, with no 
fixtures or lamps visible. Emphasis 


, was also placed on trough lighting in 


the “cocktail room,” where a recessed 
dome indirectly lighted gave the effect 
of a glimpse of the ovter sky. 

The model kitchen was located on 
the seventh floor, installed as part of 
the electrical department. This was de- 
signed by a local architect and was not 
only thoroughly modern in electrical 


The dining room in Barker 
Bros.’ Tempo Revue shows an 


unusual use of concealed 
lighting, so designed as to 
bring into striking relief the 
yellow and grey plaid painted 
ceiling. 


equipment of attractive coloring and 
design, and in the arrangement of work 
spaces so that a minimum of energy is 
required on the part of the housewife, 
but also had many original features of 
special convenience in cupboards and 
drawer space, designed for particular 
uses. An electrical laundry and butler’s 
pantry made the installation complete. 

Twenty thousand customers attend- 
ed the opening of the Tempo exposi- 
tion. The exhibit attracted such atten- 
tion that tours were arranged both 
morning and afternoon throughout the 
first three weeks, when the public was 
taken about by competent guides, who 
explained the meaning of the term 
“Tempo” as carried out in the various 
displays. Lectures were given in the 
company auditorium, suggesting room 
design and particular equipment in 
“Tempo.” In this connection, plans 
for a number of “Tempo” kitchens, 
with a variety of coloring and layouts, 
depending upon space available and the 
character of the remainder of the home, 
were planned. “Tempo” ranges and 
“Tempo” lamps have become familiar 
terms to Los Angeles shoppers. So 
impressed were the local newspapers by 
the interest of the public, that one large 
daily gave a full page to furniture and 
houseware news, featuring the term, on 
the theory that the housewife was as 
interested in style as it applied to her 
home as she was as applied to her per- 
son. 

The idea of “Tempo” has been one 
of gradual growth and it is expected to 
expand to further possibilities as the 
number of those who can afford re- 
modeling and new home building in- 
creases. And foremost in all advertis- 
ing and sales effort will be the idea that 
your home is not in “Tempo,” unless 
its electrical equipment is up-to-the- 
minute. 


tancarw 
Yet 


ELECTRIC RANGES The Newest 


Standard “Toledoan” .. . a truly sen- 
sational range from the day it was in- 
troduced . . . priced, without sacrifice 
of quality, for volume selling. Fully 
described in new Catalog 34. 


Standard 


... the name of 
a good product 
... the expression 
of a sound policy 


®“Standard” means first of all a 
skillfully designed and carefully 
manufactured line of electric 
ranges . . . a line that covers the 
entire field of electrical cooking . . . 
with ranges like the “Toledoan,” 
definitely designed and priced for 
volume business . . . ranges for 
the finest homes . . . specialized 
apartment models. . . hotel 
ranges . . . everything to give the 
distributor and dealer everything 
to work with. 


@And “Standard” means also a 
merchandising policy planned to 
permit distributors and dealers full 
opportunity to develop a perma- 
nently profitable electric range 
business, with ranges that sell and 
stay sold... ranges that sell 
other ranges . . . ranges that pay 
a good merchandising profit . . . 
ranges so graded in price and style 
as to give access to every type of 
installation . . . ranges that re- 
quire little or no service. 


Standard is the oldest exclusive 
manufacturer of electric ranges 
. «+ The late depression is just 
one of many we have survived 
- « « We are able to offer long- 
time profits to dealers and dis- 
tributors ...If you are not 
now selling Standards, write to- 
day for Catalog 34 (just issued) 
and distributor or dealer fran- 
chise offer. 


Standard 


ELECTRIC STOVE CO. 
TOLEDO, OHIO 


Standard “Dolly Madison” . . 
tiful new 

one of many Standards of ultra 
selling advantages described in new 
Catalog 34. 


beau- 
range of cabinet-console type 
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Evans of Gilmore City Makes Record Amid 
Defaults, Drought and Dust Storms 


Not far from that lowa County 
where they hung a judge up by the 
neck—in a land where angry farmers 
have been making foreclosure sales 
look foolish—is the Evans Hardware 
Store in Gilmore City, a bailiwick of 
1,200 souls. The morning sun was just 
peeping in the windows of the one 
story brick building when your corre- 
pondent called, and the postmaster next 
door still looked sleepy, but George 
W. Evans was already out on a dem- 
onstration. 

Down the road “‘a piece” —2 miles 
I pursued him, walked through a farm- 
yard of chickens, dodged sheets on a 
line and a barking dog, to a house 
where the good wife stood contemplat- 
ing her new washer, standing spic and 
span in the middle of the dining room. 
George Evans, she told me, was off to 
fresh conquests, but she would talk. 

“Oh, Mr. Evans worries more about 
dust storms and chinch bugs than he 
does about the mortgages troubles 
we've be having,” she remarked. 
“Nothing like a dust storm to spoil a 
wash.” 

The sales methods of a man who 


lowa’s Pitehiork 
Rebellion Fails To 
Stop Gas Washer Sales 


could sell 32 washing machines. Speed 
Queens, powered by Briggs and Strat- 
ton engines, in a county that had been 
going through all the troubles of a 
Lazarus, was the occasion for the visit 
to Giimore City. Since Mr. Evans 
knows his people, after a lifetime in 
the town, his sales methods are like a 
short horse, soon curried. Gossip tells 
him who has money, who is poor credit. 
His gasoline driven washers bring him 
$84.50 apiece, and two-thirds have 
gone for cash. With the balance he 
has gotten $15 down, and a finance 
charge of 10%. In addition to this 
business so far in 1934 (May) he has 
sold six electric washers at $54.50. 

It is more of a philosophy than a 
sales strategy that activated Mr. Evans 
in doing something unusual for small 
town storekeepers. It is unusual for 
one of them to jump in a truck and 
spend most of his time in the country. 

There is very little impulse or pride 
buying in hardware. You don’t pick 
up something and take it on the spur 
of the moment simply begause it looks 
ducky or gi 0 eat. Etonomy comes 

,fiome to roost{ig a hardware store— 


ROBERT S. EVANS demonstrates steadiness 
of gasoline powered washers with nails. 


people make paring knives last longer, 
patch up broken appliances and wait 
for better days. Evans noticed this. 

“I felt that we had to set the new 
appliance before the customer, demon- 
strate it, and literally kindle his desire, 
if we were to keep going,” Mr. Evans 
told his friends. Since that meant get- 
ting out of the store, he picked lines 
for which the demand was “sweet’”— 
harness, stoves, cream separators, and 
washing machines. And, after it was 
all done, washing machines, like the 
name of Abou Ben Adam, led all the 
rest for volume. 

“We have one demonstration that is 


Names in print have a fascination for people in a 
small town. (Interior of Jones’ store) showing cards. 


Two schools of thought can argue 
the idea that the George H. Jones & 
Son Hardware Store, Lake City, Iowa, 
is using in capitalizing upon names of 
its customers. 

One undoubtedly is author of the 
reprimanding couplets occasionally seen 
in those Iowa telephone booths that 
Chic Sale writes about, which utter 
caustic advice about “fools names in 
public places.” On the other hand, Ed 
Howe, famous country newspaper 
man, would be for the idea. He de- 
clares that a subscriber loves his name 
in print, welcomes even three mentions 
of a visit out of town. 

Over a massed display of Dexter 
washing machines Jones started stick- 
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convincing,’ Robert S. Evans, the son, 
told your correspondent. “We start 
the engine going and set two or three 
nails upright on the washer cover. It’s 
the freedom from vibration that im- 
presses these farm people most. They 
are more mechanically minded than 
those in town. My father stresses 
mechanics in his advertising and finds 
it pays, too.” 

Much of the Iowa prosperity has 
been from government money. Evans 
found that the moment people got any, 
they bought washing machines—which 
indicates a big market when the popu- 
lation gets going again normally. 


Who's Who Among 
Lake City Washer Users 


Iowa dealer finds publishing purchasers” names 
begets confidence in machine 


ing up a card this year with the name 
of every purchaser. The string grew 
like Jack’s beanstalk. Every visitor to 
the store looked over this “Who's Who 
Among Washing Machine Users.” Not 
a few jerked a thumb at the cards and 
said : 

“Send one out for a trial. If it’s 
good enough for Grover Cleveland 
Wilks, I'd like a look at it.” 


A two door sedan is 
handiest in getting a 
washer out in the coun- 
try, Jones finds. 


Explaining, M.E. Jones, who has the 
washing machine division of the store 
under his wing, said, “We give demon- 
strations to interested parties, but take 
no wild goose chases out into the coun- 
try. I line up a few prospects, trundle 
machines out and leave them over 
washing day, then return and close by 
going over my demonstration.” 

Of 53 sold from January 1 to the 
middle of May, 40 were gas engine op- 
erated and 13 were electrics. On 53 
sales Jones said he made only 57 dem- 
onstrations, pointing out that in a town 
of 2,012, it is possible for a dealer to 
know his prospects perfectly and win- 
now the wheat from the chaff before 
doing his stuff. Prices on these ma- 
chines ran from $75.95 to $85.95. One 
sold for $94.95. One-fourth of the 
rural sales were on time, with $25 
down, and six to ten months for the 
balance, at 8%. 

In a week's drive from February 23 
to March 3 tubs were given with each 
sale, which was a mighty factor in 
closing. 

“By and large, though, it’s the con- 
fidence that people get in the washer 
when they see neighbors they respect 
buying it that does the trick,” says M. 
E. Jones. 
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WORLD'S FAIR 
WASHERS 


ACCLAIMED BY A 


MILLION HOUSEWIVES 


Activity 
builds Business ana Profits 
for Washer 


Are You in on this 


ASC World’s Fair Melon? 


Over one hundred thousand red-hot 
rospects were obtained at the 1933 
Pair and referred to ABC dealers. A 
hundred thousand more red-hot pros- 
ects will result from this year’s ABC 
World's Fair Exhibit. 


As good and effective as are other forms of ad- 
vertising, yet the acid test — the final clincher 
— is the demonstration. Over a million women 
actually saw ABCs demonstrated at the 1933 
Fair. Another million will see them demon- 
strated this year and acclaim their exclusive 
features, ingenious design, unerring perform- 
ance, sturdiness and beauty. They'll decide to 
buy an ABC — and — no other. 


ABC was the only exclusive washer manufac- 
turer exhibiting at the World's Fair last year. 


This, coupled up with other effective co-opera- 
tion, resulted in ABC dealers doing in 1933 the 
biggest volume intheir history — and — they 
are going even bigger this year. Here’s your 
opportunity to ride the tide of success with 
ABC. Cash in on this World’s Fair activity— you'll 
get your share of the big melon—and we'll prove it. 


The ABC 1934 ‘‘Step-Down”’ Line is perfectly 
balanced and complete—5 different, startlingly 
attractive washer models and 2 outstanding 
ironer models — priced to meet the require- 
ments of every prospect ...a line that pro- 
vides an opportunity unequalled in the entire 
industry. You want the prospects, sales and 
profits that come as a result of ABC’s intensive 
sales work at the World’s Fair... there’s no 
time to lose — wire! 


ALTORFER BROS. COMPANY 


(Est. 1909) PEORIA, ILLINOIS 


*"This Is ABC’s Silver Anniversary Year” 
Quarter Century of Progress 
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Century of Progress Appli- 
anee Exhibits Are Show 


Windows Working for You 


~ 


y RIA 


ABC ANSWERS ALL QUESTIONS—The Encyclo- 
pedia Britannica can give the public no more 
information about washers and ironers than the 
Altorfer Exhibit. 


The picture that “got away” was M. J. Broderick 
of Altorfer with a bushel basket full of inquir- 
ies, gathered last year. However, C. A. Deneen 
demonstrates the way Century of Progress Exhi- 
bits are busy reaching out for leads for their 
dealers. 
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CONOVER DISHWASHER REACHES SMALL 
TOWN PROSPECTS—Orders, dropping like 
mannz from heaven on small town dealers who 
never had carried a stock were one of the by- 
products of the Conover Dishwasher exhibit last 
year. Well-to-do small town visitors to the Cen- 
tury of Progress saw the machine, liked it, and 


FRIGIDAIRE HOUSE “SAM- 
PLES” AIR CONDITION. 
ING — Just as that ancient 
Egyptian statue emitted a 
musical note when struck by 
the first rays of the sun, in 
a like fashion the awnings of 
the Frigidaire House auto- 
matically open when touched 
by a beam of light. Inside 
are gadgets which permit 
opening and shutting win- 
dows from bedside, and of 
course, spot coolers and Frig- 
idaires from butler’s pantry 
to baby’s playroom. 


7,000 WRITTEN REQUESTS TO HAMILTON 
BEACH — Anyone glancing at the Hamilton 
Beach exhibit in Home Plann'ng Hall will get 
an eye full of a giant mixer that stands there 
among other Hamilton Beach appliances. Aec- 
cording to George Burns, in charge, several mil- 
lion questions were answered last year. 


bought. A half million people paused to watch. 


WESTINGHOUSE’S REVOLVING STAGE 
WHIRLS YOU BACK TO NINETIES—Believing 
that a prospect can best be jolted into action 
by getting a look at conditions he knows darn 
well existed before electrical appliances came in, 
the Westinghouse exhibit offers as a new fea- 
ture in its 1934 show, a theater with a revolv- 
ing stage that changes scenes in a_ twinkling. 
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VACUUM CLEANER GETS SPOTLIGHT IN 
BIRTMAN EXHIBIT—Believing more women 
would visit Home Planning Hall than the Elec- 
trical Building the Birtman Electric Company 
last year exhibited there. 
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EVERY G-E REFRIG 


The New General Electric Refrigerators 


Long recognized the leaders in performance, 
General Electric refrigerators now capture the 
admiration of every housewife who appreciates 
smart styling and modern design. Brilliantly 
beautiful in their faultless simplicity of line, the 
new General Electric models are the aristocrats of 
refrigerators .. both in appearance and mechanism. 


There are only two types of electric refriger- 
| ators .. Monitor Top and flat-top .. and only G-E 
makes both! The Monitor Top, with its famous 
sealed-in-steel mechanism, has made refrigeration 
history with an unparalleled record of dependable 
trouble-free performance at low cost. And now 
General Electric offers 5 Years’ Protection against 
failure of this sealed-in-steel mechanism for only 
$1 a year! ... the standard 1-year warranty, plus 4 
years’ additional protection for $5 .. a dollar a year! 


And the General Electric flat-top model, with its 
smart styling, advanced convenience features and 
greater performance capacity, offers quality 
; and value to be found in no other popular- 
* priced refrigerator carrying the standard 
one-year warranty. 


Refrigerator retailers handling the General 

Electric line have the advantage of public pref- 
d erence for the General Electric Monitor Top .. 
. plus the advantage of popular-priced General 
Electric flat-top models, 


| . Customer satisfaction is a priceless asset to General Electric 
ies refrigerator retailers. It builds good will, it develops addi- 
tional refrigerator sales, it makes every General Electric re- 
frigerator owner a preferred prospect for the other appliances 


-..each is a preferred prospect for other 
appliances in the General Electric Kitchen 


in the complete General Electric Kitchen. @ New Generij 
Electric retailers will find hundreds of satisfied Gener] 
Electric refrigerator owners in their territories. Each one if} 
a potential customer for a G-E Range and a G-E Dishwasheg 


The new low priced G-E Marquis Range 


Back of its development and perfection is the 
combined knowledge of famous research engi- 
neers of the General Electric House of Magic 
and skilled home economists in the General 
Electric Kitchen Institute. 


Beautifully modern in its new and efficient table 
top design, the Marquis is styled in harmony 
with the G-E Refrigerator and Dishwasher, and 
equipped with Hi-Speed CALROD, General 
Electric’s million dollar heating unit that makes 
the G-E today’s fastest cooking range! Calrod is 
far more durable than ordinary electric range 
heating units—impervious to the thumps and 
bangs of pots and pans and to the destructive 
forces of oxidization. 


G-E HI-SPEED 
CALROD EQUIPPED 


The new popular priced Marquis Benge a 
‘or G-E dealers. 


brand new sales and profit opportunity 


The G-E Dishwasher 


@ All-steel body, gleaming white porcelain enamel 
exterior, acid resisting porcelain cooking top and 
work surface. @ Automatic temperature control with heat 
indicator light. e Oversized porcelain oven with counter- 
balanced shelf type door. e Economical G-E Thrift 
Cooker with pudding pan. @ Spacious drawer for utensil 
storage. @ Bakelite switch buttons and door handles with 
stainless metal inserts. e Appliance receptacle, measur- 
ing cup, hot pan holders, “New Art” Recipe Book. 


ELECTRICAL MERCHANDISING—JUNE, 1934 


Saves more time in the 
than all other motor- 
appliances combine 
banishes the most} 
task of all house- 
Washes silverware, glassware, pots and 
in 5 minutes, without hands touching wate 
breakage or .+.+.the dishes 
stationary and dry by themselves. 


Scalding water is used, hotter than human 
could touch. This steaming hot spray 4 
lurking bacteria, often present on hand-¥ 
dishes, and prevents the spread of such ¢ 
as colds, “flu,” etc., that are transmitted th 
the mouth. Public health authorities eo 
machine dishwashing ... even compel it i0 
public eating places. 


The General Electric Dishwasher is a pet 
device that is now upon the threshold of 
sales career. Enterprising dealers will 0 
new source of ever increasing profits. 


There's a General Electric Dishwasher © 
model and size for every kitchen. Electric © 
current cost is less than a penny a dy! 
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“On all additional sales to the 
same Customers, we have practically 
eliminated competition because 
we sell them on the G-E Kitchen 
Step-by-Step Plan to start with.” 
“We have an entree to every home, 
for they all want to know about 
the G-E Kitchen. It is a real at- 
tention getter—it holds when every- 
thing else fails.” 
“The plan provides for immediate 
sales of major appliances and also 
provides a worthwhile prospect list 
‘or the other appliances that go to 
makeup the completeG-E Kitchen.” 
( think one of the finest sales 
)romotion plans that have ever 
heen presented to me is the step-by- 
step plan of selling the G-E Kitchen.” 


=> 


WHEN you picture the General Electric 
Kitchen to a woman who needs an electric 
refrigerator, an electric range or other electric 
kitchen appliance, you have SOLD her an 
ambition that will make her your customer 
and keep her your customer. 


G-E dealers find more prospects through the 
General Electric Kitchen “approach” —they 
sell more G-E refrigerators, ranges and dish- 
washers with the General Electric Kitchen 
presentation—they can make 3 or more sales 
and profits per customer through the General 


THE COMPLETE 


ELECTRIC 


Electric Step-By-Step Plan of acquiring the 
complete General Electric Kitchen. 


At the left are excerpts of typical letters re- 
cently received from General Electric retailers 
who use the General Electric Kitchen as the 
background of their kitchen appliance sales 
activities. However large or small yowr facili- 
ties for display may be, you can pyramid your 
sales and profits year after year with the G-E 
Kitchen sales plan. Write or wire for details. 
General Electric Co., Specialty Appliance Sales 
Dept., Section DE-6, Nela Park, Cleveland, O. 


Visit the G-E House of Magic at a Century of Progress, Chicago 
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Let Tue Fam Orr 
Your Prospects ........ 


Ask Chicago Bound Customers 
to Visit Appliance Displays and 


They'll Come Home Sold 


GENERAL ELECTRIC HAS “3 RINGED” CIR- 
CUS—If it is proper to use circus terms in 
referring to three model demonstrating kitchens, 
then General Electric may be said to have a 
three-ringed show. Women are getting ideas on 
how many appliances a modern kitchen needs, 
and also methods of arranging and using them. 


29,000 INVITE HOOVER DEMONSTRATION 
BACK HOME—Among the closest observers of 
what the Century of Progress is doing for busi- 
ness is Hoover, with salesmen scattered the coun- 
try over. Hoover sells vacuum cleaners by dem- 
onstrations, sees a chance to reach millions with 
its story, break the ice to future business. Last 
year produced 29,000 written requests for home 
, demonstrations, according to D. K. Colvin, adver- 
5 : tising manager. (Left) 


AY 


STEWART WARNER STAGES SUPER DEMON- 
STRATIONS—A thousand leads obtained last year 
and 800,000 visitors encouraged Stewart Warner 
to make this summer's exhibit more imposing 
than before. A huge map of the world dominates 
the scene and groups of 15 to 20 people are in- \ | 
vited to sit on stools, put on head phones and 

get samples of what the most distant radio sta- 
tions in the world are broadcasting. 


R 
STEWS 


CENTURY SHOWS ITS MOTORS—Thick as 
raisins in rice pudding, motors pack the Century 
Electric Company's exhibit. Although nearly like 
last year’s show, a fascinating half hour is offered 
to the mechanically inclined. 


CHICAGO FLEXIBLE SHAFT HAS 2 EXHIBITS 
—In an attempt to catch all the 1934 crowds, 
the Mixmaster and Sunbeam line is being shown 
in both the Electrical Building and the Home 
Planning Hall. New color scheme of black, red 
and gold is being used. 


TOASTMASTER SAMPLES THOUSANDS—The 
Waters Genter bread bill for its Century of Prog- 
ress exhibit will run into a sweet sum, judging by 
the lavish way in which the public is being sam- 
pled by the Toastmaster. 


NORGE FEATURES MODELS—Satisfied by the 
interest awakened in the passing public in 1933, 
Norge repeats its unusual circular walled exhibit. 
The bulk of the space is devoted to models of 
its electric refrigerator. 
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Dy. 
Five Brand New Models—and a “plus” value in washers 
which washer-prospects will recognize instantly 


ITH this announcement Automatic introduces a complete new line and a great new Safety 
"Wil teen “Magic Button” Wringer Control (Patent Pending). This simple device, at 
a touch of the finger, automatically stops or starts both rolls. Where other washers depend upon 
release of pressure and stopping of upper roll, as a safety factor, the “Magic Button” goes much farther. 
All driving power is instantly cut off and both rolls are stopped. In addition to greater safety, this new 
Automatic improvement brings greater conven- 
ience, greater ease of operation, greater ease in 
reversing rolls and increased flexibility of opera- 
tion. Asa demonstrating feature you will find the 
“Magic Button” a powerful aid in closing sales. 7 


How the “MAGIC BUTTON” Works 


When the Wringer is in When the Safety Release When the Wringer is 


Operation is Operated Swung to Another Position 
Press the Magic Button The Magic Button stops The Magic Button auto- 
to stop the rolls. both rolls -—, — matically stops the rolls. 

nects both rolls from the ‘ 
i h ringer has 
Lift the Magic Button to drive mechanism. 2 ee a. “in the new 
Gen Ge se The Magic Button “stands position — will not 
i watch” until the released start unti 1e 
“full wringer has been com- Magic Button is 
load.” letely reassembled. pressed. 


until the wringer has been ton insures that 


either roll can turn 3 The Magic But- 
put back in operating con- the rolls cannot 


MODEL 


dition and the Magic But- be operated ex- 50 
ton has been lifted. cept — = 
wringer is locke 
in an operating 564.95 
position. Price slightly 


higher at 
distant points 


Other Sure-Fire Sales-Clinching Features 
Four factors, in addition to price, determine the salability of any washer. 
These are Efficiency, Safety, Eye Appeal and Durability. The “Magic 
Button” clearly gives Automatic a big “safety” lead over the entire field. 
Now match any other washer‘ against what Automatic offers in efficiency, 
eye appeal and durability. - 


EXCLUSIVE DUO-TONE FINISH 


for Greater Eye Appeal : 


You must see this beautiful modernistic duo-tone finish of Automatic’s 
bright enameled tubs to fully appreciate how they stand out in any 
crowd and how quickly they win feminine preference. Automatic 
Washer beauty is further enhanced by the new streamline wringer head. t 
STOKES PATENTED POWER DRIVE «a. = 
for Greater Durability 1 _~—~ 


A brand new and sensational improvement in washer power drives. 
(Patent issued April 3, 1934). Already it is on the new Automatic 
line. It has pivot ball bearings and quiet worm and gear drive. 5 
See it and you will say “Here is the best possible guarantee agai 
complaints and profit eating service calls.” 

DUO-DISC AGITATOR 

for Greater Efficiency SX 

Only Automatic has this proven two-way washing feature which en- 5 
ables the user to invert the agitator and wash heavy blankets as easily , 
as a few pieces for baby. 


Regardless of what your present washer selling plans may 
be, you can’t afford to overlook the many advantages which 
Automatic offers you exclusively in this new popular] 
priced line of Electric Washers. Dealers wanted in ail 
open territories. Write or wire today. 


AUTOMATIC WASHER COMPANY 


195 West Third Street, NEWTON, IOWA 


All models can be 
equipped with Drain 
Pump for emptying 
washer directly to sink 
wnere no floor drain is 
available. 


MODEL 49 $59.95 
Automatic Washers 
are also available with 


Gasoline Engines MODEL 51 
Prices of All Models 


- $69.95 


MODEL 52. 
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I Believe In 


Trade Papers 


An Introductory Statement 


by James H. MeGraw 


Men work for the purpose of securing money to 
buy things. The merchant, therefore, performs a 
service vital to society. He provides these things 
that people want for their subsistence, comfort and 
well being. Keeping store is an ancient and honor- 
able occupation. 

In the old days storekeeping was simple. But it 
is no longer so in our complex modern civilization. 
Style sweeps across the country like a wild fire. 
Standards of quality and price are nation wide. 
Competition that used to mean the sharing of a nat- 
ural local demand, now involves the innumerable 
unseen factors that spring from the appeal of every 
industry for the consumer’s dollar. Merchandising 
has become a fine art and a highly skilled business. 

I believe in trade papers because they supply the 
retailer with the news and knowledge that he needs 
today to run his business. They make visible to him 
the distant influences in his competition. They bring 
him the ideas, methods and experience of other 
stores. They show him the new and different prod- 
ucts that men and women are buying in other com- 
munities. This knowledge enables him to keep him- 
self alert, foresee his opportunities and ensure the 
success of his operations. With this information he 
can know his business—not just guess at it. 

This trade paper—Electrical Merchandising—now 
takes another forward step in its service to the deal- 
ers who sell electrical equipment to the American 
home. With the steady increase in the popularity 
of electrical appliances, more kinds of stores carry 
this merchandise and the competition between them 
becomes more intricate. Therefore the need in- 
crases for accurate, honest and intelligently inter- 
preted news from the entire field, news that will 
embrace all classes of distribution and all types of 
products. So Electrical Merchandising broadens its 
editorial scope, expands its audience and strength- 
ens its resources, to do this job more abundantly 
than it has ever been done before. And we approach 
this broader service with some definite ideals and 
principles, 

We believe that every man in this business has a 
right to operate at a profit. To this end he should be 
defended against unfair competition, whether it 
comes from manufacturer, chain store, power com- 
pany or any source. The public utility, for example, 
should have the same rights in the market place as 
any other merchant but no special privilege. 
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We believe in cooperation throughout the electrical 
trade because it puts more strength behind the crea- 
tive development of the market. It improves the 
ethics of the trade, raises quality and service stand- 
ards and promotes prosperity. These pages are open 
to both sides in any honest controversy. But they 
are not to be used for propaganda for any group in 
the trade or any specific method of distribution. 

Our job is to seek out the best experience among 
all kinds of merchants who sell electrical appliances 
everywhere and to present this information to the 
entire trade, in a form easy to read and to use. And 
this means news of both methods and products—for 
one is as vital as the other. And so editorial and 
advertising goes side by side throughout the publica- 
tion—news of what to sell and how to sell it. 

This is the knowledge that the merchant needs 
today to run his business. This is our contribution 
to a practical cooperation in the electrical merchan- 
dising business. We feel that it is an essential serv- 
ice. And that’s why I believe in trade papers. 


Bait Bigger Than Fish 


A give-away wave is sweeping the country. 

It started, according to news reports, in Cleveland 
where dozens of refrigerators, washers, ironers and 
ther major appliances were hung upon the Christmas 
tree—thousands of lesser electrical items handed out 
gratis by smiling merchants playing the part of Santa 
Claus. 

\mong the beneficiaries of this orgy of generosity 
in Cleveland were the wife of an important depart- 
ment head of General Electric, the wife of a well 
known lighting fixture manufacturer, the production 
manager of a sizeable advertising agency, a nationally 
known and highly paid publicity writer and the wife 
of a capitalist who even in these times is rated as 
several times a millionaire. One man is quite credibly 
reported to have “won” three large refrigerators. 

The scheme is simply a modified lottery and the 
actuating hope of the promotion is to secure the names 
of prospects cheaply. It doesn’t work that way. Two- 
thirds of the phantom prospects secured in one size- 
able group of names which was analyzed registered 
themselves as interested in refrigerators, and not one 
in ten of them could by any stretch of the imagination 
or pocketbook afford to buy a refrigerator. Follow- 
ing up these leads by salesmen was no more economi- 
cal than cold canvassing. “I could get more real 
prospects by ringing doorbells,” declared a salesman 
who had been pulled off his territory to ballyhoo 
in a booth during the show. Another manufacturer’s 
representative gave it as his good guess that the 
electrical carnival cost his company more than the 
store’s total annual retail sales of the appliance he 
was plugging. Not much nutriment in that. 

This appliance lottery hysteria should be treated to 
a quick and potent anesthetic. Half the so-called 
“prizes” are passed out to people who could well af- 
ford to buy their appliances for money: the other 
half go to people who can’t afford to buy any appli- 
ances at all. 


* 


A Strain on Relations 


A woman’s washer gets out of order. She calls a 
nearby dealer. It’s fixed. The user pays a moderate 
charge. The dealer makes a moderate profit. They 
are both satisfied. If and when she wants a new wash- 
er, friend dealer gets the chance at a sale. It’s a 
system that works—keeping some thousands of 
smaller dealers going and providing badly needed 
service and sales stations throughout the country. 
How needless, therefore, is the policy of one large 
city lighting company. For reasons that we cannot 
fathom, this company has gone into the business of 
servicing washing machines. Noted chiefly for its 
merchandising efforts in the promotion of ranges 
(it does not merchandise washers), this utility now 
enters into direct competition for the two-dollar 
repair job. And also for the smaller dealer’s best 
chance to make a customer. : 

It is not hard to see how such a situation can 
come about. Some bright young man gets an idea 
and sells it to his absent-minded boss. Not until a 
yell of indignation reaches executive ears does any- 
one realize that another deplorable boner has been 
pulled—that utility-dealer relations have received 
another boot and the municipal ownership league 
some new members. 


shoveled by Frank B. Rae.Jr. 


“SOCK SALESMEN FOR SELLING” 


is the slogan of a middle west furniture house. It ad- 
vertises a pretty good washer at a price that’s a chiseler’s 
dream and the suckers come a-running hot foot. Once 
inside, the salesman’s job is to trade ’em up or else 
take a nick of 15 dollars off his next commission check. 
That’s what it costs him as penalty for selling the 
loss-leader. 


PROVING THAT SALESMEN NEED INCENTIVE 


We've all tried the stimulating effect of larger commis- 
sions, bonuses, prizes and pats on the back as reward to 
the salesmen for selling what we want sold. This scheme 
of plastering a stiff fine on the order-getter when he 
sells what we don’t want sold has its possibilities. 


ROTTEN ADVERTISING 


is the excuse which this dealer gives for his loss-leader 
advertising. He says, in effect, that the manufacturers’ 
advertising “helps” are helpless, that they will not wean 
women away from the knuckle-abrasing rubbing board. 
Yet 30 years ago washer advertising sold many thou- 
sands of machines by mail—no demonstration, no conver- 
sation—and one particular piece of copy kept on selling 
washers at a profit to the manufacturer for six or 
seven years without the change of a letter or comma. 
The title of it was, “Let This Machine do your Wash- 
ing Free.” Commenting on the money-saving appeal, 
Tom Blackburn says, “No one has ever talked about this 
feature of the washing machine.” You're wrong, Tom. 
As I’ve just said, in the old days when advertising had 
to make good instead of look good, we did not talk 
gadget-language but talked the language of the old 
sock that was hid behind a brick in the fireplace. That's 
what our middle west washing machine friend is doing— 
the only trouble being that when he talks $28 washers 
he uses a chisel for a tongue. 


A PROFANE YOUNG MATRON 


ankled into an auto salesroom with her Feeder to buy a 
new bus. Her idea of a car was upholstery, paint and 
brightwork. But it happened that this particular car 
had hidden in its innards a gadget which performs some 
mechanical miracle, and of course the salesman ex- 
patiated upon the revolutionary dingbat at great length. 
At the end of which harangue the Profane Young 
Matron inquired, “Who cares a damn?” You might 
remember this incident next time a hot prospect walks 
out on your gadget spiel. 


A DEPARTMENT STORE GOT MAD 


at its local utility because said utility started a 
“campaign” on an appliance priced so low there was 
no possible profit in it. “We'll show ’em!” threatened 
the department store people, so they hustled out and 
bought appliances even cheaper, advertised violently, 
sold plenty. They didn’t make any money on the trans- 
action—in fact, lost some—but they sold enough ap- 
pliances to add more than a thousand kilowatts to the 
utility’s load, worth, at a good guess, about $500 a year 
in net revenue. That’s showing ’em! 


THERE ARE TWO WAYS NOT 


to go swimming. One is to dive recklessly into a shal- 
low and crack your skull when you hit bottom. The 
other is to wiggle a toe in the water and decide it’s 
too cold. The same basic idea applies to sales planning 
—timidity and astigmatic optimism both lead to disap- 
pointment. .. Among the disappointments of recent 
weeks have been some of those in connection with the 
Edison Electric Institute’s Better Light—Better Sight 
activity. Utility managements, white and trembling, 
with cold sweat upon the brow, jelly in the knee-joints 
and heart action resembling Ford’s first motor, have 
made up what they comically called “quotas” for their 
sales folk to shoot at, and then, shutting the eyes and 
pinching the nose they have made desperate belly-flops 
into the sales stream. Of course they were foredoomed 
to disappointment. It was utterly impossible for them, 
despite most strenuous efforts, to hold the sales down 
to the puny levels of their quaint quotas. The public 
would not stand for it. They kidnapped the salesmen, 
chloroformed them, and stuffed orders and money into 
their pockets. In one town, for example, the manage- 
ment faintingly fixed its goal as 56 sales and all they 
got was 1,347—a little matter of 2405.4% of quota. In 
another town they made 707 sales against a quota of 
30. It almost busted their hearts. e 
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at low cost’’ 


Waar does this magazine advertising 
mean to you in your community? Will it help 


your lamp sales? Will it bring more customers 
to your store? 


Yes, it will! For the advertising of MAZDA 
lamps of General Electric manufacture reaches 
practically 4 out of every 5 of your customers— 
and it convincingly tells why Edison MAZDA 
lamps give ‘‘Good Light at Low Cost.”’ 


Very few items you carry stood the depression 
test like Edison MAZDA lamps. Three out of 
five lamps sold are of G-E manufacture. And 
still there are thousands of empty sockets and 
burned-out lamps in the homes of your custom- 
ers. Go after them by doing the 3 things 
listed at the right. General Electric Company, 
Nela Park, Cleveland, Ohio. 


In 1934 


300,000,000 


messages will say “Buy good light 


 ¥ Do These 3 Things and 
oa » You Will Sell More 
\ Lamps 
1. Put in the Edison MAZDA 


| 

} 

lamp display every time 
| you receive it. 


2. Take one of our current 
magazine advertisements 
and build a massed display 
J of Edison MAZDA lamps 

around it. 
3. Ask people to buy. Every 
home needs more and 


Your customers look for higher wattage lamps. 
this MARK 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 


BECAUSE YOUR CUSTOMERS 
LOOK FOR THIS MARK IT IS A 
GOOD THING TO DISPLAY IT! 


General Electric invites you to visit its exhibit 
in the Electrical Building at the Century 
of Progress 
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ROYAL 


Continues Strong :: 
Drive for 1934 
Business— 


If, you have not already planned to partici- 


pate in this Royal drive, see your distributor or F 
prays moth 

proofing 

insecticides 


write us for details at once. 


IT WILL BE YOUR OPPORTUNITY 
OR YOUR COMPETITION 


Toolstoclean 
Royal's Spring Drive produced wonderful returns everything 
above the 

and here they are right back with a second attack that floor 


is Bigger and Better. If you haven't seen the new 


Royal 1934 Models now is the time to look and start 
right in with this new campaign offer for your trade. 


ROYAL'S MOTH- 
PROOFING METHOD 
PRODUCES SALES 


MOTH-PROOFING with 
the Royal Sprayer gives posi- 
tive protection against moth 
damage. Power spraying, 
with an effective insecticide, 
is the most positive method 
of combating the moth evil. 
Department Stores, commer- 
cial institutions, warehouses, 
etc. use the ROYAL METH- 
OD. This is only one of the 
important features that are 
making many Royal sales. 


The ROYAL Culinaire 


Most Advanced Type Electric Mixer 


Now A d PERFORMANCE 


| GREATER SALES | APPEAL 


New Beautiful Color 
Combinations — New Type 


Beaters of Improved Design 
That Means Even Better 
Mixing, Whipping and 

Beating! 


Rugged and durable — sur- 
plus power 
above the 


‘no oil or grease 
food. Slicing, 
shredding and grinding acces- 
sories are easy to connect and 
convenient to use. 


The Product has real sales 
appeal and is supported by 
merchandising plans that will 
make sales for you. 


DEMONSTRATIONS OF ROYAL CULINAIRE 
ALWAYS ATTRACT INTEREST 


THE P. A. GEIER CO... CLEVELAND, OHIO 
CONTINENTAL ELECTRIC CO.,LTD., TORONTO, CANADA 
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How the Bohnet Electric Company tied lamps in a cleaner display. 
ree sales in one week resulted from this window. 


Lamp and Cleaner 
Windows Bring Them In 


Traffic item tie-up with major 
appliance makes windows pay. 
Bohnet Electric find 


INDOW displays to an 
electrical dealer are some- 
times worth more than 


newspaper advertisements, W. F. Boh- 
net, secretary-treasurer and general 
manager of the Bohnet Electric Co., 
327 N. Washington street, Lansing, 
Mich., believes. 

“We get a consumer reaction from 
our window displays months after we 
have taken displays out,” Mr. Bohnet 
said. “Newspaper advertising is effec- 
tive only over a short period of time. 
Folks remember a window display, 
however. Time and again we make 
sales from window displays, using no 
other form of advertising. Of course, 
such displays must be attractively ar- 
ranged. You have to give thought to 
your windows to make them worth 
anything to you. 

“You see, folks are reminded to buy 
an article by seeing it. A picture of 
the article in a newspaper does not 
give the same visual impression as 
seeing the article in person. That's 
like getting your romance direct, or 
second-hand, out of a book. We sup- 
plement our window displays with 
newspaper advertising, but the volume 
is comparatively small.” 

Bohnet Electric Company sold three 
vacuum cleaners (Hamilton-Beach ) 
within a week, solely through a win- 
dow display, early in May. “Strange- 
ly, folks are buying the $57.50 cleaner 
in preference to lower-priced models. 
We have found a gradual swing in 
Lansing to quality buying instead of 
price buying. Maybe that’s an indica- 
tion of returning good times. 

“Our most effective window dis- 
plays are of lamp bulbs. A man pass- 
ing on the street is reminded to come 
in and buy bulbs when he sees them in 
a window. We try to hold a bulb sales 
event every four months. The fall 
months are the best for lamp bulb sales 
because then the days are getting 
shorter and old lamps must be re- 
placed. 

“Summer time is a bad time for 


v 
Deor bell Punchers 


Young men who travel in advance 
of outside salesmen are being employed 
by vacuum cleaner organizations in 
Chicago. Empty handed, these boys 
merely punch the door bells and see if 
they can arrange demonstrations with 
the housewives. For each presentation 
they are paid 75c., regardless of 
whether the salesman closes the order 
or not. 


lamp sales, simply because of the long 
daytimes. In June we feature special- 
ties and small appliances in our win- 
dows, finding that they sell best at 
that time. Yes, sir, a window is a 
paying proposition.” 

Bohnet Electric Co. handles washers 
(Hotpoint), stoves (Standard Elec- 
tric), water heaters (Sepco), radios 
(General Electric, RCA and Impe- 
rial), refrigerators (Norge), vacuum 
cleaners (Hamilton-Beach), and iron- 
ers (Hotpoint) among its major lines. 


v 


HUDSON'S 


We Wouldn't Coll 
The Hoover 


HOOVER 


Cleaner Stunt 


Hudson’s, at Detroit, were alert 
when they picked up this ad of a local 
vaudeville team that used a Hoover 
cleaner in one of their music making 
tricks. We don’t know how it is done. 
But if they can get music out of a saw 
they ought to be able to get some out 
of a cleaner. Anyway, Hudson’s said 
“It will play a clever part in keeping 
your home clean, too, if you wish.” 


v 


Philly Cleaner Drive 
Nets 2,274 Sales 


With 72 per cent saturation of the 
vacuum cleaner market in the Phila- 
delphia territory, The Electrical As- 
sociation of Philadelphia closed May 
lst a month’s campaign on the appli- 
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A customer, attracted by the Bohnet Electric C 


Cleaners 


display, comes in for a demonstration. (See opposite a 


ance that has far surpassed any similar 
promotional activity ever undertaken 
locally on this commodity. 

The campaign, which continued 
throughout the month of April, re- 
sulted in the sale of 2,274 new floor 
model vacuum cleaners, compared to 
the sale of 1,320 in the 1933 activity, 
the latter regarded by participating 
dealers as highly successful. 

Promotion of the campaign was 
built around a premium in the form 
of an attractive table lamp which was 
given free with every vacuum cleaner 
sold by members of the Electrical 
Association through their retail 
dealers or salesmen during the cam- 
paign period. 

In addition to the movement of new 
floor model cleaners. collateral bene- 
fits in the sale of hundreds of re- 
conditioned cleaners and a substantial 
business in overhaul and replacement, 
were reported. 

The campaign, which was partici- 
pated in by eighteen manufacturer 
and distributor members of the Elec- 
trical Association, including the utility 
company, representing eleven makes 
of vacuum cleaners, was organized on 
the basis of a quota of 1,000 sales. 

Of the total of 2,274 sales, three 
distributors with direct selling organ- 
izations and handling vacum cleaners 
exclusively, realized 54 per cent of the 
total, while fourteen distributors han- 
dling other electrical appliances with 
vacuum cleaners, and selling only 
through retail dealers received 39 
per cent; the utility company received 
7 per cent as its share of the total. 

“The success of this campaign 
proves to us that a properly planned 
vacuum cleaner campaign, despite the 
high saturation of the market, can 
still be made a profitable activity,” 
George R. Conover, Managing Direc- 
tor of the Electrical Association, said. 


v 
Jordan’s Use 


World Fair Display 


Jordan, Marsh & Company, one of 
Boston’s oldest department stores 
(now Hahne-owned) have cleared all 
major appliances off the big floor, 
where they occupied a space—lost 
among the dishpans—and smacked the 
whole lot into a department of their 
own. It’s a big display room—so big 
you could almost call it a floor by itself. 
Washers, ironers, refrigerators, oil- 
burners, cleaners are all here—heating 
appliances being left up on the main 
floor for display among the other 
household goods. 

Downstairs, on the ground floor, 
Jordan’s have imported the Hoover dis- 
play at the Century of Progress Ex- 
position in Chicago. Here you can 
sit in a chair and “Weigh yourself by 
the suction of a Hoover cleaner.” 
Here you can stand pop-eyed and watch 
a little ball sucked up a long Hoover 
cleaning chute, dropped into a basket, 
bounce and trundle out to be sucked 
up the same tube. It gets a little 
monotonous, of course, and you wish 
that the little ball would rebel and re- 
fuse to be sucked up but it always is— 
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you can’t escape a Hoover—Tom Kelly 
will tell you that. 


Cleaner Drive 
Works Out West 


Dealer vacuum cleaner sales were 
stimulated throughout northern Cali- 


‘fornia during March as the result of a 


cooperative sales drive conducted by 
the Electric Appliance Society of 
Northern California. Distributors of 
vacuum cleaners, and the Pacific Gas 
and Electric Company subscribed a 
fund to finance the campaign. A 4 
column by 15 inch advertisement was 
run in newspapers in San Francisco, 
Oakland, San Jose, Stockton and Sac- 
ramento and display cards were fur- 
nished dealers for window and floor 
displays. Four prizes were offered 
dealers for the most attractive win- 
dow trims. An educational director 
was employed to assist dealers in plan- 
ning a complete store promotion. 
H. E. Caygill of the Eureka Vacuum 
Cleaner Company was chairman of 
the committee directing the campaign 
and the distributors for the follow- 
ing makes of cleaners participated: 


Apex, Eureka, General Electric, Gray- © 


bar, Hamilton-Beach, Hoover, Pre- 


mier, Royal, Universal and Westing- 
house. Window and floor displays 
were maintained in all district offices 
of the power company. 


Free Brooms 


A good idea is a good idea. Williams 
Oil-O-Matic had one when they began 
giving away good coal shovels to home- 
owners so that every time a back ached 
from stoking up the old furnace, the 
prospect would be reminded that oil 
burners would do the job for them. 
Besides, those same home-owners had 
to travel to the company’s oil burner 
showrooms to get their coal shovel. 

General Electric Cleaners caught on, 
offered free brooms to the first 3,000 
housewives that came in and asked for 
them. Their published ad brought in 
four coupons for every broom. 


NO OILING 
NECESSARY 
Women loathe the messy 
oil can. Tell them that ball 
bearings banish it from their 
homes — because they never 


and disappear. 


need oil a ball bearing appliance. 
Tell — bg ball bearings never 

“stick”, “freeze up”—that they’re 
always toe for work—that they run smoothly 
and sweetly —that they’re clean and trouble-proof. 
Tell them ball bearing appliances do better work, 
and last longer. Watch “sales resistance” break down, 


QUOTA DEALERS ARE 


FINDING 


LESS COSTLY 

SERVICING 

You know that most of the 
servicing expense you have 
to bear is due to a customer’s 
failure to oil the bearings. Ball 
bearing appliances come to you— 


and go to your customer— packed 
with lubricant for months of ordinary 

service, without renewal. That at once elim- 
inates your biggest item in servicing. A ball bearing 
appliance “stays sold”—there are no “come-backs”, 
no complaints, no apologies or explanations. What 


better builder of customer good-will could you ask? 


ASK YOUR APPLIANCE MANUFACTURER TO USE 


19 


BALL BEARING HOUSEHOLD APPLIANCES 
AVRMA-AUFFMANK’ 
PRECISIVN BALL BEARINGS 
4 NORMA-HOUFFMANN BEARINGS CORPORATION STAMFURD, CONN.. U.S.A. 
4 = 


the sign 


When you take on a G-E product you get 
something much more than a fine electrical ap- 
pliance. You get a name friendly and familiar 
to practically every household in America. 
You get a monogram that’s one of the 
greatest guarantees in the world. You get the 
biggest plus in all electrical merchandising. 


to Cri've with 


ITS MORE 


FUN 


— 


4 


MUSIC 


GE NERALG ELECTIRIG 
AUTO 


GENERAL ELECTRIC 
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the BIG 


get This is the great good-will that makes it 
ap- easier to sell a second G-E appliance to the 
liar owner of the first—that keeps on bringing more 
Ca. customers your way—building up profits. 

A reproduction; of this drawing, suitable for framing, sent free 
the upon request. Write the General Electric Company, Section K-346, 
ng. Merchandise Department, Bridgeport, Connecticut. 


WASHERS 


RADIO 
FANS 
CLEANERS CLOCKS 


SUNLAMPS ..HEATING DEVICES 


ROY 
CARLEY 
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How Nellie Johnson of 


In a three-day sales event the last 
week-end in April she sold 74 ironers. 
Crowley. Milner and Co.. Over a period of a year she probably 
accounts for more ironer sales than any 
one person in Michigan. During the 


« 17 years she has been selling i 
Detroit. Sells Troners she probably has sold 


other woman — and 

most men — in the 

Women are not as progressive in Many electrical dealers do not push country. For years 

labor-saving devices as men. They ironer sales, even though they carry she was a factory rep- 

feel that because their grandmother them in stock. In Detroit, Mich., how- resentative for Amer- 

used a broom, a flat iron and a wash- ever, there is a woman who thinks ican Ironing Machine 

board, they should otherwise. She thinks solely in terms | Company before join- 

Ironers used to be the last thing of ironers—and she sells them at a ing Crowley, Milner 

a woman would buy for her home. rate varying upward from a half dozen & Company, Detroit 

She used to buy a washer or a vacuum a day. Nellie Johnson is her name. department store, 
cleaner first. She is in charge of ironer sales for seven years ago. 

Not so now, with the ironer doing Crowley, Milner & Company, large Casual floor traffic 

practically 100 per cent of the ironing. Detroit department store. in a department store 


MRS. NELLIE JOHNSON 
who knows whereof she speaks 


is no more prepared to buy an ironer 
than a man who happens to pass 
through a clothing department is apt 
to buy a suit. Mrs. Johnson believes 
that the man may be convinced to try 
a suit on, but he will not buy unless 
proper desire is created. The same is 
true of ironer sales, she said. If a 


woman comes to an ironer department 
to make a direct query on ironers, 
1931 the that is a different story. Half the 
30% decline for ths sales battle is over, then. 
washing machine industry “Talent is something ; tact is every- 
ga we thing. You must use tact in salesman- 
: ship,” Mrs. Johnson said. “A cus- 
ih tomer in a department store does not 
ia want to be rushed. You cannot use 
4 Speed Queen sales for too much high-pressure. Sales are 
‘i 1933 enjoyed a further conducted differently than in a special- 
ss iimerease of 61.9% over ty store where the men go canvassing 
f 1932. | to build demand. The demand is 
: created in a department store. The 
2 store serves to fill that demand. 
Speed Queen sales for the 
 & first four months of 1934 


are running 44.7% shead 


same months last 


There must be some reason for this 
phenomenal record. Speed Queen 
must have “something on the ball” 
to maintain this steady, consistent 
increase. 


Speed Queen HAS “something on 
the ball.” This “something” is a 
GOOD preduct at GOOD price 
from the consumer's standpoint . .. 
and a GOOD merchandising set-up 
at a COOD profit from the dealer's 
standpoint. That builds sales 
any man’s counfry. 


Why not write today for our whole 
proposition ... on the Simplex 
lroner as well as the Speed Queen. 


g “When a prospect drops in at our 
ironer department I try to size her 


, to fit her into the proper back- 

B A R L O W & E E L G There use spending 
yi too much time on a ‘looker’ before you 
M F G. C O M P A N y poset as * what she really thinks 
of an ironer. After a prospect gets 


Ripon, Wisconsin warmed to the topic we attempt to 


close the sale, but we let the customer 
Manufacturers of Household do a little talking and ask a few ques- 


Appliances Since 1908 tions. 
\| “On the other hand, department 
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Mrs. Johnson shows how a shirt should be 
ironed, seated in front of an attractive display. 


believe in carnival methods. I like 
to pick out the live prospect and work 
on her rather than do a lot of mission- 
ary work on a group, with no sales 
resulting. 

“Some dealers say there is no use 
telling a prospect that an ironer will 
iron a shirt. That is a mistake. The 
ironers on the market today will iron 
practically everything, both flatwork 
and shirts. If a woman cannot iron 
shirts on her ironer it is because she 
not been properly taught. 


a woman is a good hand-ironer she 
will be good on an ironing machine. 
She should be instructed to iron the 
way the garment is made. There is 
nothing mysterious about an ironing 
machine. It is a matter of instruc- 
tion. You move the iron when using 
a hand iron; when using an ironing 
machine you move the clothes. 
“Troning can be compared with driv- 
ing acar. Flatwork is like driving on 
an open road; shirts are like driving 
in traffic. One trouble with ironing 


stores sometimes have ‘wrap-up’ sales. 
A customer will walk in, knowing 
ahead of time what she wants, and five 
minutes later will walk out with a 
contract in her handbag. 

“We try to feel a customer out and 
find the prices she would be most apt 
to pay. It would be silly to attempt to 
sell a $109 ironer to a woman who has 
her mind set on a $59 model. A man 
would not look at a $50 suit of clothes 
if he could only afford a $22.50 suit. 
Of course, if we feel the woman has 
set too low a price we might grace- 
fully step up the price level to that 
best suited to her needs. That is where 
tact comes in.” 


No Outside Salesmen 


Crowley, Milner & Company handle 
an extensive line of ironers (Conlon, 
Easy, 1900, Iron-Rite, Thor, Apex, 
Prima, Simplex, Maytag and others). 
The variety makes it possible to meet 
any choice of the customer and the 
range of price-levels covers every 
purse. Mrs. Johnson has found that 
some ironers will have less sales re- 
sistance because they give better re- 
sults and once a person is sold on 
them they stay sold. 

“Heat and pressure is everything in 
an ironer, regardless of any other gad- 
get it may have. The machine which 
gives the best finish in ironing has the 
proper proportion of heat and pres- 
sure. That’s why ironers with heat 
controls are popular,” she said. 


A section of the ironer depart- 
ment at Crowley, Milner & Com- 
pany, Detroit department store. 


Crowley, Milner & Company have 
no outside salesmen for ironers. They 
never send an ironer to a home for a 
trial or demonstration without a down 
payment. With every sale the store 
sends an instructor to teach the house- 
wife how to use the machine. 

With prices on ironers ranging from 
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$59 to $109, Mrs. Johnson said that 


machines is that a woman may get men- 


sales hover around the upper mark. Ironing A Shirt tally tired by trying too hard. Psy- 

“T do not think many ironers are chologists say that driving an auto- 
actually sold through demonstration “A shirt is nothing more than flat- mobile in traffic rests the nerves. The 
schools,” she said, speaking of the work, only, of course, you can’t shoot same can be said about an ironing 
value of such schools. “I prefer in- it through an ironer as if the machine machine. You are so agreeably occu- 


dividual selling to mass selling. I don’t was a wringer. 


Ironing is an art. 


If pied it is restful.” 


ON DISPLAY AT 
Chicago Furniture Mart 

Space 760 

New York Furniture Exchange 
Space 404 

New York House Furnishing Show 
Room 419A 


Your Customers Must 
“Geta Profit’ Also 


ROFITS are essential—and genuine, 
permanent profit results only when 
your customers profit equally in the 
transaction. Alert washing machine 
buyers demand quality in the lower 
price brackets as well as in the higher. 
The Barton Line of washers has al- 
ways paid the customers a profit. That 
is why Barton Sales have consistently 
grown—increased 76-7% during first 
quarter of 1934 over same quarter of 
1933. 


More New Exclusive 
Features 

The new Barton Line will be even more 
profitable to you—to your customers. 
New, exclusive features of construc- 
tion, quality, and performance are in- 
corporated— exclusive features so 
essential to selling in the higher price 
brackets—quality combined with price 
in the lower price brackets. The Barton 
Line will solve every merchandising, 
every competitive problem in your ter- 
ritory. 


Get complete information on the 
Barton Line and Barton Merchandising 
Plan immediately. THE BARTON 
CORP., West Bend, Wis. 
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TIME SWITCH 
for Washers 


. . now puts home washing 
on a scientific basis 


. already standard equip- 
ment on 2 nationally- 
known washers 


CIENTIFIC tests have proved 

that too much washing is as in- 
efficient as too litthe—that over- 
washing actually puts dirt back 
into the clothes. 


Washing machine manufacturers 
and home economists are aware of 
this situation. The increased efficiency 
and speed of modern washers, demand 
a practical method to control washing 
machine operation. 


The NEW MARK-TIME SWITCH 
for WASHERS meets this modern 
need for scientific washing—for tim- 
ing operations to suit the materials 
being washed. 


Think what this means to the 
dealer who handles washing-machines 
equipped with MARK-TIME 
SWITCHES. Timed operation means 
less wear and tear on clothes as well 
as on machine. Timed operation also 
means economy of operation through 
current savings, etc. 


NOW you can actually demonstrate 
fast washing—prove to your customer 
the fallacy of over washing—sell them 
on the speed of your machine. Tests 
show that women understand this new 
switch in a flash. They get excited 
over it!!! 


MARK-TIME SWITCHES will give you 
just the ammunition you need to prove your 
ints and simplify your sales problem. 
hey are calibrated to show the average time 
required for materials most commonly 
washed; are simple, rugged, thoroughly reli- 
able, and entirely free from service hazards. 


MARK-TIME has already been adopted 
by two outstanding manufacturers. Others 
gettin ready to follow. Ask your 
manufacturer to take the lead in equipping 
his washers with this new sales stimulator 
MARK-TIME is so inexpensive that manu- 
facturers for the first time are able to add 
it to the machine without adding to their 
list price. 


How It Works 

You set the pointer to the kind of clothes 
shown on the dial. This automatically turns 
on the washer and sets the time in one 
simple operation Now with the wringer 
it is different. You want that to run until 
the job is completed. The NEW MARK- 
TIME develo especially for washers does 
that. It is truly a 2 in 1 combination. 


MARK-TIME Portable Switches for 
Dealers 

Quickly plugged into any washing machines 

in the homes of your customers; furnish a 

simple, practical way to time washing opera- 

tions on machines already in service. A 

profitable specialty for you to haadle. 


MARK.-TIME Coin Meters 
Designed especially for apartment house 
washing machines. Easily attached; standard 
meter slotted for two coins—standard is 20 
minutes for 10c. and one hour for 25c. 
Can be used also for fans, ranges, radios, 
sun lamps, etc. 


Use coupon in ashing for complete 
information. 


M. H. RHODES, Inc. 


Rockefeller Center New York, N. Y 


M. H. RHODES, INC. 
Rockefeller Center, New York 


Kindly send full information, prices and discounts 
on the NEW MARK-TIME SWITCH for washers 


I am alse interested in controlling the following 
epplianees 


Name 
Company 


Address 
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Dollar A Week 
PAYMENTS 


The start of a washer sale at Dean & Hoffman’s. 
D. E. Hoffman explaining the terms feature to a 
prospect before washer is demonstrated. 


EVERAL results are accom- 

plished by playing up _ the 

amounts of the required down 
payments and the small weekly pay- 
ments on the placards resting on the 
tops of the washers in the sales room 
of Dean and Hoffman, electrical ap- 
pliance dealers, Long Beach, Calif., 
according to D. E. Hoffman. The 
cards make no mention of the full 
price—only the down payments and 
weekly payments. In most cases the 
weekly payment is only one dollar. 

The first result is the stimulation of 
buying enthusiasm. There are many 
people who feel they can handle the 
purchase of a washer on the basis of, 
for example, $5.50 down and a dollar 
a week, whereas a payment of $4.00 
a month seems out of the question. A 
dollar a week seems so much less than 
$4.00 a month. The plan, therefore, 
produces some sales that might other- 
wise not be made. 

“We never suppress the full pur- 
chase price of a machine in our selling 
talk,” Mr. Hoffman explained. “We 
give the prospect the facts right off the 
bat. But the plan of announcing small 
weekly payments is largely an atten- 
tion arrestor. Not all who purchase as 
a result of their attention being ar- 
rested, buy on small weekly terms, for 
many make substantial down payments 
and decide to make larger weekly or 
monthly payments than we have 
called for. 

“However, there are some we pre- 
fer should pay weekly, because we gain 
four contacts with them each month, 
instead of one; so we can keep close 
check of their willingness to promptly 
meet their obligations. Nevertheless, 
we never take on a customer whose 
credit standing is doubtful.” 

The second result is that of boost- 
ing a customer to higher priced equip- 
ment. Take, for example, washer “A,” 
that is offered at $5.50 down and $1.00 
a week, and washer “B” that is offered 
at $6.00 down and $1.00 a week, and 
washer “C” at $6.50 down and $1.00 a 


week, it is apparent that, since there. 


is only 50 cents difference in the down 
payment on “A” and “B,” the cus- 
tomer would be encouraged to dig up 
another 50 cents and take the better 
washer since there is no difference in 
the amount of the weekly payment. 
Likewise, since there is only $1.00 dif- 
ference in the down payments of “A” 
and “C” and no difference in the 
weekly payment, many a customer 
would be encouraged to take the high- 


est priced washer of the three; for 
surely she can scare up another dollar, 
somewhere, somehow. This has been 
the result in many instances. 

The highest priced washer on the 
floor may be had for $7.50 down and 
$1.25 a week. 

While this plan applies to ironers as 
well as washers, it does not apply to 
electric refrigerators; for those who 
are potential buyers of refrigerators 
usually are people of affluence and sta- 
bility. They can afford to make large 
down payments and __ substantial 
monthly payments. 

The third result is somewhat related 
to the credit situation, in as much as, 
since the customer must come into the 
store four times a month to make pay- 
ments, other merchandise in the store 
has four times more influence upon his 
desire to possess it, than it does when 
the customer comes in once a month. 
Perhaps he will see something he wants 
and will buy it, even though he hasn’t 
completed his first contract. 

“Doesn't the weekly payment plan 
increase your bookkeeping and collec- 
tion expense?” we asked. 

“On the contrary, it has not,” Hoff- 
iman declared. “We have reduced our 
bookkeeping and collection expense ma- 
terially by placing the burden of re- 
sponsibility upon the shoulders of the 
customers. We have done this by giv- 
ing each customer a book of coupons, 
one of which he tears out and submits 
with each payment. All we have to do 
is to make out a card for the file. On 
it is the customer’s schedule of pay- 
ments, corresponding to the schedule in 
the coupon book. Every Monday 
morning we run through the cards and 
remove any that indicate delinquents, 
and await developments. We give the 
customer five days in which to make 
his payment, then we call upon him 
personally. 

Mr. Hoffman avers that much money 
is saved in stationery and stamps by 
this system, and that last year 97 
per cent of their customers paid their 
installments promptly. 

The firm is small, consisting of three 
salesmen, two of whom are the two 
partners, a bookkeeper, and a service 
man. 

Appliances handled are: Westing- 
house refrigerators and small appli- 
ances; Westinghouse and Hotpoint 
ranges; General Electric, Philco, and 
Atwater Kent radios ; Simplex ironers ; 
General Electric, Westinghouse, and 
Speed Queen washers. 


Bringing you 
MORE BUSINESS 
MORE DEPARTMENTS 
MORE 


THE New “NASSAU” 


This alcohol-heated coffee maker, in 
two and four cup sizes, brings you 
sales to travelers, to students, to apart- 
ment house residents, to hostesses 
serving after dinner coffee demi-tasse. 
For individual hotel table service. Can 
be taken out of the housewares class 
and featured as a giftitem. Sells at 
$8.95, and with the tray at $9.90. 


‘Trade Mark Bag. Pat. 
THE ORIGINAL GLASS COFFEE MAKER 


Silex gave AmericaBetterCoffee 


THE SILEX COMPANY 
80 PLINY STREET 


HARTFORD 
CONN. 


' They’re Ashine For 
Electric Hedge 
Trimmers 


Alert Jobbers 
and Dealers Can 
“Cash-in” on the Dumore 


There is a growing demand on the part 
of both home and estate owners for an 
efficient, dependable hedge trimmer... 
This is on increasing market which means 
more spring and summer business for 
jobbers and dealers who are “on their 
toes”... The Dumore Hedge Trimmer, 
because of its light weight, fine balance 
and efficient performance, is the pre- 
ferred tool with which to supply the mar- 
ket... It weighs only 3% Ibs., measures 
182 inches overall, operates on either 
AC or DC current, and lists for only $20-59, 
The usual discounts apply... Send 
for a sample and sales literature now. 


DUMORE CO.,19Sixteenth St., Racine, Wis. 


APPLIANCES 

= Building Now 
Uxhibits Group. 
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PRODUCTION DOUBLED 


meet the demand for this beautitul 


new 


A Sensational value 
among popular- 
priced refrigerators 


HE NEW and beautifully styled 

Hotpoint refrigerator has become a 
sensation almost over night! Original 
Hotpoint production schedules, optimistic 
as they were, have already been doubled. 
This means that dealers are selling the new 
Hotpoint refrigerators as fast as they get 
them. It is little wonder when you judge 
the new Hotpoint, feature for feature, 
with other popular-priced refrigerators. 


Its distinctively modern appearance 
instantly appeals to the refrigerator 
shopper. The cabinet is a/l/-steel with 
gleaming white Glyptal enamel exterior, 
porcelain interior and stainless-steel freezer. 
The mechanism is quiet, trouble-free, and 
uses a minimum of current. Convenience 
features include pedal door opener, 
interior light, sliding shelves, finger-tip 
temperature control and defroster. 


Here is a refrigerator with the name, the 
quality, the styling, the features and the 
price that will make it the sales and profit 
leader for hundreds of dealers this year. 
Write, wire or send the Coupon today 
for details of Hotpoint’s money-making 
refrigerator franchise. 
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| 
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IHE hangover from that kid 
habit of stuffing dimes and quar- 
ters into a toy bank is being 


used as a backbone for a major refrig- 
eration sales gesture in 1934.  Pos- 
sibly Eugene Field gave too much 
credit to the force of habit when he 
said he got stoop shouldered from get- 
ting in and out of patrol wagons— 
but this year he’s being backed up 
by serious sales managers, who ought 
to know. 

Inasmuch as this no money down, 
pay the meter or the toy bank 15c. a 
day involves a serious matter of credit, 
dealers consider the subject the hot 
question of the minute wherever they 
foregather: 


With eareful watehing and 


eredit control, the meter plan 


is selling refrigerators for 


these five dealers 


a stove, which families cannot do with- 
out, or is it in the luxury automo- 
bile class, which can be dispensed with? 
Collections hinge on the answer. Dur- 
ing the decade of over-production no 
motor manufacturer dared set up a 
plan of selling cars on a no money 
down basis. Why? Because it would 


Briefly, it thrusts a new question 
into the philosophy of credit—is the 


result in a lot of sales to people who 
do not belong in the car ownership 


electric refrigerator to be classed like class, who would default. On the 


other hand, Edward J. Morrissey, 
whose “Kalamazoo direct to you” is 
known wherever stoves are used does 
not agree with the necessity idea about 
stoves. He declares that $5 is the 
minimum at which this useful item can 
be safely sold, and that Kalamazoo 
favors cash discounts of from 50c. for 
a $10 payment to $2 for $25 as a 
quick inducement to get a lot of money 
from the purchaser. 


YOUR MARKET 


@ Thousands of homes in your terri- 
tory, without electric power, have long 
wanted modern, mechanical refrigera- 
tion. Now you can give them a gasoline- 
powered refrigerator that challenges 
any other refrigerator made in perform- 
ance and economy—or a complete, 
portable, home Ice Maker—or the 
Waukesha Milk Cooler for dairymen, 
the best steady-income farm buyers in 
your territory. A new field, and a new 
line that is definitely non-competitive. 

The Ice Maker and Milk Cooler are 
powered either with the Waukesha 
Gasoline Ice Engine, or the Waukesha 
Electric Ice Motor. The Refrigerator 
is powered only with the Gasoline Ice 
Engine. 

Add this big-volume, rural market to 
your city trade. These nationally adver- 
tised products are built by the 
Waukesha Motor Company, the world’s 
largest builders of heavy-duty gasoline 
engines for agricultural and industrial 
purposes. 


THE WAUKESHA GASOLINE- 
POWERED REFRIGERATOR 


Costs an average of only two cents a 
day for fuel. One or two hours’ opera- 
tion once a day maintains a tempera- 
ture of 50° F. or colder, for a twenty- 
four hour period—even in the hottest 
weather. The Waukesha Gasoline Ice 


GASOLINE OR ELECTRICIT 


Engine is mounted on live rubber, in a sound- 
silenced chamber at the base of refrigerator—runs 
smoothly, quietly, without vibration. Cabinet is of 
advanced construction with chromium-plated hard- 
ware. Has 14 square feet of shelf area—a large anda 
small freezing chamber, and trays for 63 ice cubes. 


THE WAUKESHA ICE MAKER 


One gallon of gasoline makes one hundred pounds 
of pure, healthful ice for ice-box service and all 
other home uses. Freezes fifty pounds, in four con- 
venient-size cakes, all in about four hours. Has 
capacity to freeze enough ice for three average 
families or for summer homes, resorts, camps, etc. 
Powered with the Waukesha Gasoline Ice Engine 
or the Waukesha Electric Ice Motor. Neat, modern, 
sturdy cabinet, well insulated. ‘“‘Cold Cans,” 
charged with a special freezing solution, and sealed, 
may be substituted for the ice trays if desired. 


THE WAUKESHA MILK COOLER 


Dairymen will appreciate the superior convenience, 
efficiency and economy of this modern Milk Cooler. 
Powered with either the Waukesha Gasoline Ice 
Engine or the Waukesha Automatic Electric Ice 
Motor. More dependable and cheaper than ice. It 
is simple and easy to operate. It meets the most 
rigid specifications for modern milk cooling re- 
quirements. It is “‘package merchandise” —a 


GASOLINE OR ELECTRICITY 


complete, compact unit—comes ready 
to set into tank and operate. Adjustable 
to fit varying heights of tanks, and up 
‘to 6-can capacity. The unit replaces 


one can. 


FASTER, MORE SANITARY 
COOLING 


It is the only milk cooler with power- 
driven, directional water agitator. 
Cools cans in all parts of the tank with 
equal rapidity. Thermal action stirs 
the milk without opening cans — with- 
out using insanitary stirring utensils— 
excludes bacteria. Will perform in any 
standard insulated tank, but superior 
results are obtained by using Waukesha- 
built tanks, designed for proper bal- 
ance between cooling unit’s capacity, 
amount of water, and the insulation. 


THE WAUKESHA ICE ENGINE 


A modern refrigerating compressor, and 
an air-cooled, four-cycle, gasoline engine 
in one compact unit. Precision-built by 
master engineers—sturdy and reliable. 
The Weukesha Electric Ice Motor has 
the same type compressor, combined in 
one unit with a standard electric motor. 


A number of valuable dealer and 
distributor territories are still open. 
Write or wire today for full details. 


POWERED WITH 


rerriceration pivision WAUKESHA MOTOR COMPANY overt. m-c, wauxesna, wis. 
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However, electric refrigerator paper 
has proved the best the finance 
houses are getting at the present mo- 
ment, and not long ago a finance exec- 
utive declared he wished all his com- 
pany’s funds were in this sort of 
collateral. 

Questions asked by electric dealers 
and department stores regarding meter 
ice selling are three: 

1. Will the increased number of 
sales offset the handicap of having my 
money tied up a longer period? 

2. What kind of credit risks are we 
going to get with a no money down 
proposition ? 

3. What kind of an organization 
must we set up to handle collections 
from these meters? 

On condition of omitting his name, 
a dealer in the six-carload class told 
Electrical Merchandising his reactions 
to meter selling after being in the busi- 
ness for two years. 

“The meter plan doubled our sales 
all right,” he said. “We have had 
about 5% reverts instead of the 3% 
the factory figured. Had we sold on a 
$5 down basis, we would have had only 
1%. The meter plan, in my opinion, 
won’t work with canvassers, eager to 
drop a refrigerator in any kind of 
home. We have succeeded because 
all our sales have been on the floor, 
and we have had a chance to take the 
prospect apart in our credit office and 
see what made him tick. Originally 
we thought we would advertise the 
meter and switch customers to a $5 
down basis when they came in, but we 
found that this stunt was losing friends 
for the store, as people came in with 
that 15c. a day idea stuck in their 
minds. Of course we use a meter 
which takes 25c. and runs the box 40 
hours. 

“Now then, you must remember we 
have been selling on a rising market. 
I wouldn’t dare sell refrigerators on 
a money down basis on anything else. 
If we had to pull a lot of boxes right 
now, we could get more than we paid 
for them. Another thing: If prices 
go up any more, we'll pull out of the 
meter picture because two years is the 
limit to which we can sell on time, and 
a rise would mean that it would take 
more than that. 

Dealers up to their neck in meter 
selling were inclined to demand that 
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their opinions be reported anony- 
mously, Electrical Merchandising 
found. One firm reported that they 
had “pushed” out 72 boxes in two 
weeks. At that moment they had out 
42 that were ready for their fort- 
nightly collection, and the collector 
had just called on a number of pur- 
chasers. Of these, 30 had more money 
in the meter than needed, varying in 
overpayment from 30 to 75c. One 
customer was back 15c. and paid up 
$3 when told. Another was behind 
15c. and turned over 75c. to the col- 
lector. 

“You have to have a regular collec- 
tion crew working if you are going 
to sell meter ice,” this dealer said. 
“The plan goes best with a department 
store or a furniture house. Collec- 
tions should be made every two weeks. 
In addition to paying this extra help, 
a dealer has to invest in a bunch of 
meters, costing from $6.45 to $7.50. 
Meters are mechanically perfect to- 
day, and call for little repairs. Most 
of them will take any small coins.” 

The McGregor Furniture Store in 
Marshalltown, Iowa, is another firm 
selling refrigerators on a meter basis, 
where desired. At least it advertised 
them, Salesman Webb declared, but 
pains were taken to point out the 
nuisance of the meter, its likelihood 
of going off at the wrong time, its 
advertisement that the refrigerator was 
not the property of the householder. 
Two meters were in stock but neither 
had gone out on a job yet at the time 
of interview. 

“We give them banks to hang in 
their electric refrigerators, if they like 
the pay-as-you-go idea,” declaired Bob 
Wolf’ of the Electric Refrigerator 
Company of Lincoln, Nebraska, which 
sells Frigidaire. “Otherwise, we sell 
on contracts.” 

Another Nebraska distributor ex- 
pressed an off-the-record, personal 
opinion: “I believe that I could sell 
more electric refrigerators on a con- 
tract basis than on a meter plan if I 
were a dealer. I would point out the 
nuisance of the nickel telephone, and 
show that it applies equally to the 
meter. I understand many dealers 
who are selling with meters make the 
switch to a contract basis after about 
two months of it. Of course the ad- 
vantage is that the 15c. a day idea dips 


A bank hung in the refriger- 
ator pleases people with the 
savings habit just as much as 
a meter, according to Bob 
Wolf of Lincoln, Nebraska. 


into the lowest strata—today you can 
actually sell refrigerators to a section 
hand.” 

In conclusion, a small loan executive 
declared that the idea of metering the 
lower stratas of society on a pay-as- 
you-go plan was perfectly sound. 
“Something like this must be done if 
they are to be sold,” he said. “These 
people haven’t intelligence enough to 
handle money. Rent, carfare, neces- 
sities come first, and the rest is frit- 


tered away. By metering a refriger- 
ator, you shove it up in the necessity 
class with them. Otherwise, you would 
be out of luck in collecting.” 


v 


43.120 Portland 
Homes Need 
Refrigeration 


According to a survey recently com- 
pleted by R. L. Polk and Co. for the 
Oregon Journal, 43,120 homes in Port- 
land, Oregon are still without refrig- 
eration of any kind. On the other 
hand, 47,440 homes are provided with 
some form of refrigeration service. Of 
these, 19,400 have electric refrigera- 
tors, 700 have gas refrigerators and 
the remainder use ice boxes. It is a 
remarkable fact that in spite of un- 


promising economic conditions, one 
third of the electric refrigerators re- 
ported had been purchased during the 
past two years. During 1932 and 1933, 
in other words, 6,260 Portland homes 
installed electric refrigeration. It is 
estimated by local dealers that fully 
4,000 more will purchase electric re- 
frigerators during 1934. 


Furniture Mart 
Show in Offing 


The World’s Fair may be in full 
swing in Chicago during June and 
July but to about 6,000 to 7,000 buy- 
ers the real show will be taking place 
at the American Furniture Mart which 
will be holding its 21st semi-annual 
national market from June 25 to 
July 14. 


~ 
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WAS MA 


During the past nineteen years, millions of 
Sunlight electric motors have found their 
way into millions of homes. Such wide- 
spread use of Sunlight motors by elec- 
trical appliance manufacturers was gained 
only by adhering to strict engineering 
standards, which in turn resulted in prod- 


ucts requiring virtually no replacements 


INE 


as an aid to sales. In fact, so 


or warranty work. Manufacturers, their 
dealers and their dealers’ salesmen have 


learned to depend upon Sunlight motors 


efficient 


are they, and so well thought of by the 
public, that today more than 62 per cent 
of the washing machine manufacturers 


are standardizing on Sunlight motors. 


_ SUNLIGHT ELECTRICAL COMPANY, Warren, Ohio 
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Thor lroners 


Hurley Machine Co. 

Cermak Rd. and 54th Ave., Chicago, pati 

Models: 56E, 56D 

Description: Chromium plated steel iron- 
ing shoe, self-aligning, can be tipped 
up away from roll for cleaning; full 
open end roll, 6 in. diam., 26 in. long; 
hinged drop leaf table extension; 


automatic operation knee control; 
roll can be made stationary for press- 
ing or drying extra damp spots; 
emergency release ; 4 hp rubber 
mounted motor; desert sand lacquered 
teel table aluminum mechanism 


housing Lift-off cabinet cover, wood 
or porcelain top, available at slight 
additional cost Electrical Merchan- 
dising, June, 1934 


GE Room Coolers and 
Air Conditioners 


General Electric Co 
570 Lexington Ave., N. Y. C. 
Models: New line includes portable, 
floor-mounted, wall-mounted room 
coolers, suspended-type store coolers, 
3 new types of air conditioners and a 
complete line of condensing units from 
4 to 20 hp. in size 
Description; Floor and wall-mounted 
room coolers cool, dehumidify, cir- 
culate air; use new aphonic pressure- 
type propeller fan; cooling rating of 
7,500 and 15,000 B.t.u. per hr. respec- 
tively; floor-mounted unit styled in 
set-back motif, wall-mounted unit rec- 
tangular with rounded corners; dull 
satin walnut finish, ornamental grilles. 
Store coolers use aphonic, propeller- 
type fan in place of multi-vane blow- 
er; fan comes in 2 forms; for free 
> . = + delivery of air and for delivery 
Premier Spic-Span through ducts. 
Self-contained, portable room cooler 
The Premier Vacuum Cleaner Co., 
1784 Ivanhoe Rd., Cleveland, O 
Model: Premier Spic-Span, Model 34. 
Description: Compact, hand-type cleaner 
for cleaning furniture, automobile 


A Review of 


requires simply a water and an elec- 
tric connection for operation, cools, 
dehumidifies, circulates air at rate of 
4,200 B.t.u. per hr.; resembles floor- 
mounted units, equipped with casters. 

GE air conditioners heat, humidify, 
filter, ventilate; use large areas of 
glass wool filters to remove pollens 
from air; filtration of both ventilated 
and recirculated air; continuously va- 
riable ventilation; thermostatically 
controlled, electrically operated valve 
gives positive automatic control of 
steam for winter heating; high-capac- 
ity humidifier uses heat from steam 
lines and requires no current for oper- 
ation; 2 sizes, approximately 7,500 
and 15,000 B.t.u. per hr. cooling rat- 
ings.—Electrical Merchandising, June, 
1934 


Telechron Clocks 


Warren Telechron Co., Ashland, Mass. 
Models: “Airman,” “Starman,” “Squar- 
art,” “New Binitmaster” self-starting. 
Description: “Airman” walnut lacquered 
case; easel rest; chrome ezel ; 
etched-in black roman numerals. 
“Starman” walnut case; easel rest; 
chrome bezel; 34 in. black lacquer 
dial with silver stars; or, maple case 
with gold bezel and stars; 63 in. high 
and wide, 2§ in. deep. 
“Squarart” lacquer finished meta! 


upholstery, stair carpets, hangings, 


clothes, etc.; ball-bearing, air cooled 

motor requires no oiling; toggle type 

switch at rear of motor; stationary 

brush fastened to rear lip of nozzle; 

detachable nozzle makes it possible 

to attach extension tool or moth de- 

stroyer; molded rubber handle pro- 

vides balance and ease of operation; 

cast aluminum body; weighs 4% Ib.; 

standard equipment includes suction 

and blower tool, 2-metal adapters for 

| connecting tool to cleaner. Special 

equipment sold separately: extension 

tool for cleaning stair carpets, mold- 

ings, etc., $1.00; chemical sprayer for 

, | insecticides, $1.00; moth destroyer and 

deodorizer consisting of glass con- 

tainer, 24 oz. can of Dichloricide, 2 

metal adapters for connecting con- 
tainer and blower tool, $1.00 

Price $16.50 Electrical Merchandis- 

ing, June, 1934 


Everhot Cooker 

The Swartzbaugh Mfg. Co., Toledo, O. 

f Device Casserole type cooker, Model 
EC 17 

Description: Modern stream-lined de- 

sign; removable well makes it easy 

to keep clean without scouring cooker 

itself; removable lining fits snuggly 

into vitreous enamel pocket; detach- 

- able bail-lock snaps firmly into posi- 

tion, locks cover in place, making . 4 

cooker a portable unit for use on pic- & 


THE VOSS 


GIVES DEALERS A TESTED SALES 
PROGRAM .... CERTAIN TO SUCCEED 


HE VOSS 3-Point Sales Program not only 

gives exclusive features which make the VOSS 
stand out above all other washers, but offers you 
a sales plan that is certain to succeed. The VOSS 
sales program has been tested by thousands of 
dealers always with uniformly successful results. 
It is a money-making program that will put your 
washing machine department right up among the 
best paying departments of your store and keep it 
there. In fact, many VOSS dealers report their 
washing machine departments the most profitable 
in the whole store. 


: nics, etc Pyrex glass cover makes 
| meal visible; 134 in. high, 113 in. 
diam. ; weighs 141 Ib.; 6 qt. capacity; 
temperature controlled by reversible 
lug doser, 700 watts high, 200 watts 
ow, 115 volts; Everhot patented no- 
burn-out drum type element; body 
vitreous enamel inside, green enamel 
black trim outside; equipped with 
baking rack, pan set with 2 pans, 
utensil lifter and 2 half round utensils 


Price: $8.95 East, $10 West.—Electrical 
Merchandising, June, 1934 


Boss “Thermo” Washer 


The Boss Washing Machine Co., 
Cincinnati, Ohio. 

Model: AT 

Description: Newly designed with Boss 
“Thermo” triple-wall, heat-sealing 

y construction; black formica outside 
jacket, porcelain tub inside, insulating 
material between; chromium trim- 
mings; rubber insulated floating power 
motor. 

Wringer: Boss patent “Safety-Bar.”— 

Electrical Merchandising, June, 1934 


utp ter a WHAT THE 3-POINT PROGRAM MEANS TO YOU 


All VOSS Models, with the exception of the lowest 
price model, have an exclusive sales feature—(the 
Hand-Washing Method)—which makes the VOSS 
stand ahead of all competition in the low-priced field. 


Stepping up is not a problem with the VOSS. Women 
gladly buy the highest priced VOSS, for its low operating 
cost and especially to secure the protection of the elec- 
trically protected Safety Guard Wringer which vir- 
tually prevents washer accidents. 


VOSS furnishes dealers a tested sales program which 
is certain to bring buyers into the dealer’s store. A 
demonstration of the many VOSS features will turn 
prospects into customers. 
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reversible drain board; 2% in. balloon 
rolls; % h.p. motor mounted on rub- 
ber; ivory, black and aluminum finish. 
Model 707, armored copper tub, 8- 
sheet capacity ; single vane circulator ; 
automatic timer, cut gears; Timken 
roller bearings; rustless, full auto- 
matic wringer with automatic re- 
versible drain board, 1 lever control; 
touch releases balloon rolls leaves. big 
and both rolls stop.—2#lec- 
trical erchandising, June, 1934. 


New Products 


case, chrome bezel and case band; 

supported by back foot rest; black, 

ivory or green; 34 in. ivory lacquer 
dial, black characters on grey nume- 

ral band; 4%§ in. high and wide; 23 

in. deep. 

“New Minitmaster” molded black 
plastic with buffed nickel silver orna- 
ments; 3 metal “drum type” lacquer 
finished dials with § in. numerals and 
sweep second disc illuminated by mini- 
ature lamp; 67% in. high, 4% in. wide, 
344 in. deep. 

Prices: “Airman,” “Starman” $6.75; 
“Squarart,” $3.95; “New Minitmas- 
ter,” $9.95.—Electrical Merchandising, 
June, 1934. 


1900 Washers 


Nineteen Hundred Corp., 
Binghamton, N. Y. 

Models: 417, 539, 461, 707. 

Description: Model 417, triple vane 
aluminum agitator; 6-sheet capacity ; 
reversible wringer with 2 in. soft rub- 
ber rolls; reversible drainboard; 34 
h.p. motor mounted on rubber; ivory, 
black and aluminum finish. 

Model 539, 3-vane removable alum- 
inum agitator; ribbed tub, 6-sheet ca- 
pacity; bar type release wringer, in- 
stantaneous action, over-size balloon 

lwaukee, Wis. rolls, reversible drain board; 8 swing- 

Device: Window type, air filter to re- ing positions; direct-drive mechanism 
lieve hay fever, pollen asthma, etc. fully enclosed ; ivory and black finish. 

Description: Designed to be installed Model 461, triple vane aluminum 
in sleeping room or office windows 


Milwaukee Air Filter 


v 
Perfex Corp., P. O. Station D., 

Ce GE Range 
General Electric Co., 
Specialty Appliance Sales Dept., 
Cleveland, Ohio. 


conventional slide or casement types; 
consists of centrifugal fan driven by 
fractional hp. motor and close meshed 
dry filter element; green crackle fin- 
ished metal housing; can be con- 


agitator; 6 Ib. capacity; “1900” roll Device: “Imperial” de luxe, flat-top 


stop wringer—rolls stop and pressure 
is immediately released at touch of 
bar; interlocking head prevents 
wringer from swinging except when 


super-automatic range. 


Surface Burners: 2-1200 watt, 1-2100 


watt GE Hi-Speed Calrod units GE 
Thrift Cooker with special pudding 


power is entirely disconnected, 8 posi- pan. 
nected to any electrical outlet.—Elec- tions; outside panel control for start- Sizes: Floor space 42 x 27 in.; cook- 
trical Merchandising, June, 1934. ing, stopping, draining; extra large ing top 36 in. high; weighs 420 Ibs. 


Special Features: Aviation-type central- 
ized panel control—all switches, con- 
trols mounted together or back panel; 

_ radio dial-type illuminated automatic- 


temperature controls; new design 


built-in automatic Telechron timer and 
clock; automatic light in upper oven; 
GE “Minute Minder” rings bell at 
predetermined time; 2 large capacity 


ovens, 4256 cu.in. each; aluminum 
smokeless broiler pans in each oven; 
sliding shelves equipped with lock- 
stop and safety rack at rear; extra 
large warming compartment with 
separate Calrod unit, switch and 
thermostatic control; large utility 
storage drawer, concealed porcelain- 
enameled drip tray; counter balanced 
shelf-type oven doors; designed to be 
completely built-in, flush against walls 
and cabinets; white vitreous enamel 
with Monel metal top.—Hlectrical 
Merchandising, June, 1934. 
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Lincoln Motors 


The Lincoln Electric Co., Cleveland, O. 

Device: “Linc-Weld” self-protecting 
motors. 

Description: Protector, built into wind- 
ings automatically disconnects from 
source of power when maximum safe 
operating temperature is reached; 
cannot burn out; 60 cycle ratings; 
from 3§ to 50 hp.—Electrical Merchan- 
dising, June, 1934. 


“THE MOST PROFITABLE 
DEPARTMENT IN OUR 
STORE” says... 


O. F. Bammel, President of 
the Bammel Furniture Com- 
pany, Fort Atkinson, Wiscon- 
sin. “All of this business,” 
states Mr. Bammel, “was done 
without outside solicitation— 
only the regular VOSS sales 
helps and sales program were 
used.” But read the adjoin- 
ing letter for yourself! 


A SALES PROGRAM WHICH 
BRINGS IN THE BUSINESS 


You can offer a Tub Set with each VOSS— 
Special Low Price on Tub Sets to VOSS Dealers 


Kelvinator Air 
Conditioners 


Kelvinator Sales Corp., Detroit, Mich. 

Models: 24; 6 self-contained units; 7 
floor-type units, 11 suspended type 
units. 

Description: Self-contained units suit- 
able for single rooms, small offices; 
3 models equipped with room thermo- 
stat for automatic temperature con- 
trol, 3 equipped with room thermostat 
and humidistat; capacities from 4 to 
2 tons ice melting-equivalent per 24 
hr.; removable grilles, panels, facili- 
tate installation, adjustment. 

Floor type units suitable for small 
stores, complete residences, capacities 
from $§ to 2 tons ice melting equiv- 
alent per 24 hr.; 4 models equipped 
with room thermostat, 3 models with 
thermostat and humidistat; intended 
for connection to remotely located 
condensing unit, may be installed 
singly or in multiple. 

Suspended units for large offices, 
stores, restaurants, etc., 7 models have 
thermostatic control; 4 have thermo 
stat and humidistat control; capac- 
ities from § to 8 tons ice melting 
equivalent per 24 hr.; 8 models may 
be provided with heating coils and 
humidifying sprays for winter air con- 
ditioning. 

Sixteen condensing units ranging in 
capacity from %§ to 20 hp. are also 
included in the line.—Electrical Mer- 
chandising, June, 1934. 
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Every housewife would like one of these convenient and 
attractive tub sets. They are furnished in two-tone colors 
to match VOSS Washers. The tubs are self-draining—easy 
to roll—just the right height, and can be telescoped when 
not in use to save space. 


As a part of the VOSS 3-Point Program, the VOSS factory 
will cooperate on the price of tub sets so that dealers can 
offer a set of tubs with each VOSS Washer, at no extra 
charge, to the consumer. Not only this, but VOSS furnishes 
window displays, campaign broadsides, envelope enclosures, 
newspaper mats—in fact, everything needed to make a suc- 
cessful sales program. Write today for comolete details. 


VOSS BROS.MFG.CO. 
DAVENPORT. 10WA 
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WASHERS 


have everything 
necessary...to 
make them real 


The New 


DE LUXE FEATURES ON 
MODEL 270 


LEVERLESS WRINGER 


A wringer that is outstanding, because its every opera- 
tion...starting, stopping, reversing, pressure adjustment 
and drain...are all governed by movement of the one 
top control bar. Equipped with oversize balloon rolls, 
here is truly the season's finest wringer, found only on 
the season's finest washer... Model 270. 


HI-VANE AGITATOR 


This giant hi-vane bottom agitator is constructed of 
heavy aluminum. It operates smoothly and silently, 
revolving a full half-turn in each direction in the extra 
large capacity double water action tub to produce the 
unique washing action for which One Minute washers 
are famous. The most delicate fabrics can be washed 
cleaner and quicker. 


OIL-TIGHT GEAR CASE 

The operating gears in Model 270 are enclosed in a 
sealed oil-tight gear case where they operate silently 
and smoothly in a bath of oil. Power is furnished by 
V-belt drive from a % H. P. motor which has special 
floating power mounting to further insure absolute 
silence. Constant lubrication is unnecessary. 


ONE MINUTE WASHER COMPANY 
Room 24 Bergman Building - NEWTON, IOWA 


24. Beraman 


The dealer who features the complete line of One 
Minute washers has a decided advantage over the 
dealer who can show only one or two models to 
all prospective customers. The One Minute line 
is complete from the Cadet leader model, thru 
three intermediate electric models and one gas 
powered washer, to the De Luxe model 270. 
There is a quality and price for every purse with 
satisfactory profit on every sale. You, as a dealer, 
owe it to yourself to know these facts about the 
1934 One Minute line. That's why we ask you 
to take a moment RIGHT NOW to fill in and 
mail the coupon below. 


CADET MODEL 


which you can feature 
ahd profitably sell. .at 


s 


A One Minute washer of quality that will satisfy 


MAIL THIS COUp every purchaser. Use this Cadet model as your 


leader. Feature it at this attractive price to bring 
more washer prospects into your store where you 


‘| YY can,in the majority of cases,sell them higher priced 
a: = DAY models. All prices slightly higher west of Rockies. 


ONE MINUTE WASHER COMPANY 
Room 24, Bids.. NEWTON. IOWA 


Write for information about the new complete ONE MINUTE 
LINE and our PROVEN SALES PLAN. 


Modern Maid 
Dishwasher 


The Modern Maid Co., 
Cedar Rapids, lowa. 

Model; Criterion No. 6. 

Description: Porcelain enamel outer 
tub; inner tub of rust-resistant metal, 
perforated for powerful jets of water 
that play on dishes; splash ring of 


aluminum alloy deflects surge of 
water over dishes as it is forced be- 
tween tubs; bronze propeller creates 


powerful water action; 4 h.p. motor. 
Price: $135.00.—Electrical Merchandis- 
ing, June, 1934. 
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3-Light Indirect Lamps 


Incandescent Lamp Dept., General Elec- 
tric Co., Nela Park, Cleveland, O 
Westinghouse Lamp Co., Bloomfield, N. J. 


Description: Designed for residential 
indirect portables; provides 3 levels 
of illumination from single lamp 
bulb; contains 2 filaments, a 100-watt 
and a 200-watt, each of which may 
be burned individually or together; 
must be used in base-down position 


June, 1934. 


GE Motors 


General Electric Co., Schenectady, N. Y. 

Device: Capacitor fractional hp. motor 
designed especially for refrigerators. 

Description: Mounted in live rubber, 
treated to make impervious to oil; 
ane silencer eliminates noise; 
optional belt tightener maintains suffi- 
cient tension proportional to load; 
drip-proof shields protect motor from 
falling dirt and water. — Zlectrical 
Merchandising, June, 1934. 


Chase Lighting Fixtures 


Chase Brass 4 Copper Co., 
Waterbury, Conn. 

Models; 7 lines—Early American, Geor- 
gian, Early English, Empire, Amer- 

ican Adaptation, Classic Modern, 
Federal. 

Description: Early American line con- 
sists of 7 wall bracket sconces, 3 wall 
bracket lanterns, 3 ceiling lanterns, 
3 ceiling fixtures. 

Georgian line consists of 9 wall 
bracket, 7 ceiling fixtures. 

eae English line consists of 8 wall 
brackets, 4 ceiling 

Empire line, 9 wall brackets, 7 getting. 
American Adaptation line, 8 wall 
bracket, 12 ceiling. 

Classic Modern, 14 wall bracket, 8 
ceiling. 

Federal line, 14 wall bracket, 3 ceiling. 

Prices: From .80c to $50.—Elect 
Merchandising, June, 1934. 
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P-oduets 


Haag Washer 


Haag Bros. Co., Peoria, Il. 

Model: 62. 

Description: Large size vertical corru- 
gated porcelain tub; 4 fin high wing 
Multiflush agitator gives double wash- 
ing action; self lubricated motor; 
precision cut worm and chrome nickel 
worm gear; inclosed mechanism runs 
in oil; sand grey, black and polished 
aluminum finish; pump for draining 
tube available at slight additional 
cost. 

Wringer: Equipped with mechanical 
hand—new method of feeding clothes 
to wringer which keeps hands away 
from rolls; balloon rolls; lifetime oil- 
less bronze bearings. 

Price: Model 62, $79.50; other models 
included in line: 42, $69.50; 34, $49.95. 
—Electrical Merchandising, June, 1934. 


Barcol Fan 


Barber-Colman Co., 
Rockford, Il. 
Model; 12 in. oscillating fan. 
Description: 2-bladed, airplane-type, pol- 
Ished aluminum propeller moves 555 
c.f.m,. of air with shaded-pole motor at 
high speed; lower speed, 470 c.f.m. 
also available; high-low-off switch on 
back of motor case; 90° oscillating 
mechanism has on-and-off clutch: 
brown Bakelite base, pedestal; 42 
watts high, 27.5 watts low speed; 
weighs 53 Ibs. 

Line includes 6, 8 and 10 in. fans; 
also “special” 8-in. with metal motor 
case and pedestal listing at $1.95. 

Price: $14.50.—Electrical Merchandis- 
ing, June, 1934 


Horton Ironers 


Horton Mfg. Co., 
730 Fry S8t., Fort Wayne, Ind. 

Models: 3-Attachment, Cabinet and 
Table models. 

Description: Attachment Model 51, 26 
in. roll designed for promotional use 
by dealers in combination with Hor- 
ton washers. Custom model, hinged 
cabinet top incloses ironer when not 
in use, white finish; Standard model 
mounted on table with drop leaf end, 
2 shades green finish; both models 
equipped with 26 in. roll; full open 
end; new type shoe; automatic knee 
or fingertip control.—Electrical Mer- 
chandising, June, 1934. 


Edicraft Cord Set 


Edicraft Div., Thomas A. Edison 
Laboratories, Orange, N. J. 
Device: Rubber extension cord set. 
Description: Flexible rubber cover af- 
fords protection to insulation; attach- 
ment plug completely covered with 
heavy rubber ; rubber disk inserted be- 
tween contact poles; no wires, screws, 
other metallic parts exposed ; Bakelite 
3-way socket.—Electrical Merchandis- 
ing, June, 1934. 


that will help you sell washing machines 


1. INTERCHANGEABILITY 
2. IMPROVED LUBRICATION 
3. RUBBER MOUNTING 


Only the General Electric Type KH motor for domestic washing machines makes 


available to you these important advantages — all in one motor: 


1. INTERCHANGEABILITY . ..Complete mounting interchangeability for any power sup- 
ply, both alternating- and direct-current (all 1/4-hp. motors mount in the same cradle) will 


assist you not only in your stock and delivery problems, but also whenever change-overs 


are required. 


2. IMPROVED LUBRICATION ...The initial factory lubrication of the General Electric 
Type KH washing-machine motor is designed to last the LIFETIME of the domestic washing 


machine on which the motor is originally installed. No provision is made for re-oiling. 


3. RUBBER MOUNTING... Permanently fixed. Sets a standard of smooth, ‘‘cushioned”’ 
power, with new quietness. The motor runs in a mounting of live rubber treated with a 
compound which is impervious to oil. It combines superior sound-isolating qualities with 
good shaft alignment and excellent flexibility. It is designed to eliminate objectionable noise 


caused by torque vibration and by endwise and radial out-of-balance. 


The quietness, economy, safety, and dependability of Type KH motors — qualities which will 
assist you in selling and which determine the degree of customer satisfaction — are the re- 


sult of 26 years’ experience in the manufacture of washing-machine motors. 


TO DATE, GENERAL ELECTRIC HAS MANUFACTURED MORE THAN 
6,000,000 WASHING-MACHINE MOTORS 


General Electric has manufactured an even greater number of motors for other exacting ap- 


plications, including the electric refrigerator, oil burner, ironer, and many office devices. 


The significance of these facts lies not in the amount alone; rather, it lies in greater sales 
opportunities and increased customer satisfaction available to you — a result of the back- 
ground of experience acquired through many years of coéperation with designers and manu- 


facturers of electric appliances. General Electric, Dept. 6A-201, Schenectady, New York. 


070-57 


GENERAL ELECTRIC 


MAJOR MOTOR IMPROVEMENTS 


ELECTRICAL MERCHANDISING JUNE, 1934 
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Proctor “Magic Stand” 
lron 
Proctor @ Schwarte Electric Co 


Tth & Tabor Rd., Philadelphia, Pa. 
Models; “Magic Stand” No. 930 iron. 


Description Magic Stand” consists of 
2 skids which fold wing-like when not 
n use; a convenient button on handle 


releases skids and they become a 
stand; when iron is lifted, skids spring 
back to top, thus relieving arm fatigue 
of lifting iron length of board and 
back again during ironing operation 
Thermostat with indicator calibrated 
and marked for different fabrics ; built 
on cord cork handle ac. only; 
weighs 5 Ibs 1000 watts Electrical 
Verchandising, June, 1934 
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Estate Range 


The Estate Stove Vo., 
Hamilton, O 

Wodel: Table-top Model J-1564. 

Surface Burners: 4 high speed cooking- 
top units 

Special Features Balanced oven with 
single switch control—lower unit be- 
low floor, which is flush with open 
oven door; oven size 16 x 179 x 13; 
removable oven bottom; Rigidraw 
oven racks independent-unit broiler 
operated by separate position oven 
switch; smokeless double-searing 
broiler pan; ThermEstate oven heat 
control; roller-sliding utensil drawer ; 
recipe card file knife sharpener ; 
white porcelain enamel finish, black 
stainless porcelain top 

Price: $108.25 Time control $13.00 and 
cooking-top lamp $4.25 extra Ele« 
trical Merchandising, June, 1934 


V oss “Handy” Tubs 


Voss Bros. Mfg. Co., Davenport, lowa 
Device: Self-draining, portable, rinsing 


tub sets. 


Description: Right height to allow 


washer wringer to swing into posi- 
tion; capacity 17 gals. each; size, 
234x179x11 in. deep; galvanized steel, 
suntan finish. 


Price One set, $5; 2 sets, $4.65, 24 


sets, $4.35 per set Electrical Mer 
chandising, June, 1934. 
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Crosley Coolrest 


The Crosley Radio Corp., 
3401 Colerain Ave., Cincinnati, O 


Device: Air conditioned bed canopy 


keeps bed (not bedroom) cool 


Description: Air conditioning unit con- 


sisting of Crosley refrigerating unit 
with circulating fan enclosed in cab 
inet to which is attached canopy of 
double thickness, white inside and 
neutral or any matching material de- 
sired outside; canopy may be pushed 
away or pulled back again as easily as 
a blanket; cools, removes excess mois- 
ture from atmosphere, 
purifying air under canopy; suitable 
for homes, hotels, hospitals, summer 
camps; easy to install; quiet opera- 
tion 


Price; $150.—Electrical Merchandising, 


June, 1934. 


THIS IS GOOD MERCHANDISE 


to supplement your 


appliance sales ... 


Almost every appliance customer needs a triple tap, an 


extension or heater cord to make present wiring more flexible. 


General Electric offers you these convenience-giving items 
packed in attractive cartons for counter display. 


Just display them on your counter. Mention them to your 


appliance customers. They sell themselves — give you a good 


profit. And the name General Electric assures maximum safety 


and dependability to your customers. 


Why not plan to secure your share of this profitable busi- 
ness? Consult your G-E Merchandise Distributor for additional 
information, or write to Section D-346, Merchandise Depart- 
ment, General Electric Company, Bridgeport, Connecticut. 


GENERAL ELECTRIC 


Thor “All Week” 
Washer 


Hurley Machine Co., 
22nd & 54th Ave., Chicago, 


Device: “All Week” combination washer- 


table designed to serve useful purpose 
all week in small apartment and no 
basement homes. 


Description: In appearance a compact, 


porcelain-topped table; 4 h.p. motor 
ean be utilized to turn mixer strong 
enough for thickest doughs ; empty tub 
may be used as clothes hamper where 
desired; extra convenience outlet 
makes it possible to attach small kit- 
chen appliances; wired for radio with 
built-in aerial and ground connection ; 
detachable light aluminum wringer ; 
on wash day wringer is mounted, top 
turned back, regular washing machine 
duties performed; equipped with 
pump; attachment ironer also avail- 
able On exhibition at Century of 
Progress. — Electrical Merchandising, 
June, 1934. 
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Pioneer Converter 


Pioneer Gen-E-Motor Corp., 
464 W. Superior 8t., Chicago, Il. 


Device Converter for operating any 


small a.c. appliance from d.c. light 
socket; 44 in. high 54 wide, 2§ in. 
deep; models also available for op- 
erating from 6 and 32 volt d.c. 
sources. — Electrical Merchandising, 
June, 1934. 


Marktime Switch 


M. H. Rhodes, Inc.., 

100 Rockefeller Center, N. Y. C. 
Device; Time switch for washers. 
Description: Calibrated to show average 

time required to wash cottons, silks, 
overalls, colored clothes ; pointer is set 
to kind of clothes about to be washed, 
automatically turns on washer and 
sets time; also operates wringer by 
setting pointer on dial to “wringer” 
calibration. — Electrical Merchandis- 
ing, June, 1934. 


GE Hotpoint Toaster 


General Electric Co., 
Heating Device Sales, Bridgeport, Conn. 
Turnover toaster. 
Description: Mica core heating unit; 
chrome with black Calmold handles; 
Price; $3.95.—Electrical Merchandising, 
June, 1934. 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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New Produets 


Humidi-Cooler 
Air Conditioner 


Barton Washers 


The Barton Corp., 
West Bend, Wis. 

Models ; 6-—CB-1, CB-2, CB-3; R, L, LC. 

Special Features: CB-1, 2, 3 and R 
equipped with submerged agitator; L 
heavy double action submerged agi- 
tator; LC, patented Compartment agi- 
tator providing extra functions and 
greater efficiency; all modles, 6 sheet 
capacity except LC, which is 10% Ibs. 
dry; direct drive with fully enclosed 
gear case; Lovell wringers; Models L 
and LC equipped with patented con- 

L voluted sides to multiply water action. 

Finish: CB1, light tan tub, darker 

tan chassis; CB2, CB3, light green 
tub, darker green chassis, . 
pearl grey ribbed tub, darker grey 
chassis; L and LC, ivory tub, darker 
ivory chassis. 

Prices: CB1, $39.50; CB2, $49.50; CB3, 
$59.50; R, $69.50; L, $79.50, LC: 
$89.50. — Electrical Merchandising, 

+ June, 1934, 


Humidi-Cooler Corp. 
72 Water S8t., 
West Haven, Conn. 
Description: Delivers air 
horizontally in every 
direction; 54 ft. high; 
estimated to cover from 
400 to 600 sq.ft. floor 
Space cooling area.— 
Electrical Merchandis- 

ing, June, 1934 


Electracide Insekiller 


Folmer Electracide Corp., 
Rochester, N. Y. 

Model: O. 

Description: Designed for control of 
insects on farms, orchards, country 
estates, etc., uses intense mercury 
light source instead of incandescent 
lamp; multiple charged baffles stop 
flight of insects having tendency to 
circle round light source. 

Price; $36.00; other models in line range 
from $14 to $36.—Electrical Merchan- 
dising, June, 1934, 


Bond Lantern 


Bond Electric Corp. 

257 Cornelison Ave., Jersey City, N. J. 

Device: No. B-2452 bicycle lantern or 
portable light. 

Description: Specially designed to fill 
need for powerful, portable light for 
bicycles, velocipedes, etc. ; nickel 
lated case; flat top and bottom allows 
antern to rest on either end; remov- 
able adjustable mounting bracket is 
attached to back of lantern to hold 
lantern on handle bars or fork of 
bicycle; uses 2 No. 102 Bond Mono- 
cell flashlight batteries. — Electrical 
Merchandising, June, 1934. 


GE Refrigerator 


General Electric Co., 
Specialty Appliance Sales Dept., 
Nela Park, Cleveland, O. 
Model: Lift-top type refrigerator with 
hermetically sealed mechanism in bot- 
tom of unit instead of top. 
Description: Outer wall of cabinet 
forms a radiating surface for con- 
denser; evaporator or freezing shelf 
equipped with 2 ice trays, 20 cubes; 
peroslain enamel interior with fruit 
and vegetable basket; white Glyptal 
exterior; 36 in. high; may be used 
separately or in combination with new 
GE companion range; over-hanging 
top on range fits flush against re- 
frigerator when used in combination. 
Price: $74.50. — Electrical Merchandis- 
ing, June, 1934. 


GE Range 


General Electric Co., 
Specialty Sales Dept., 
Nela Park, Cleveland, O. 

Device: GE companion range can be 
used separately or in combination with 
new lift-top refrigerator. 

Surface Burners: 3—2-6§ in., 1,000 


watts, 1-8§ in., 2,000 watts. 1 oven 
unit 3,000 watts for “Preheat,” 1,000 
watts for “Bake,” 2,000 watts for 
“Broil.” Maximum load 7.01 kws. 

Sizes: 18 in. wide, 24 in. deep, 36 in. 
high; cooking top 18 x 224 in.; oven 
14x18x18. 

Special Features: Automatic precision 
temperature control; stainless porce- 
lain cooking surface; blue porcelain 
rae pee with rack; drip tray; vent 
shielded from wall; counter-balanced 
shelf type oven door ; reversible double 
pole surface unit switches; single oven 
unit for baking, broiling controlled by 
selector switch ; pebbled blue porcelain 
oven and door lining; white porcelain 
enamel top and front; Glyptal sides; 
black trim. 

Price: $72.—Electrical Merchandising, 
June, 1934. 


Kelvinator Coolers 


Kelvinator Corp., Detroit, Mich. 

Model: WCW8612. 

Description: Equipped with removable 
screen that prevents foreign mate- 
rials from entering pre-cooler; in- 
tended primarily for industrial use; 
water cooled condensing unit insures 
maximum efficiency where high tem- 
peratures are prevalent; 4 hp. motor 
and a _ counterflow condenser with 
solenoid water valve. Addition of 
WCW8612 increases Kelvinator water 
cooler line to 13.—Electrical Merchan- 
dising, June, 1934. 


Automatic Washers 


Automatic Washer Co., 
195 West Third 8t., Newton, lowa 

Models; 48, 49, 50, 51, 52. 

Special Features: Duo-Dise agitator; 
drain pump for emptying washer 
directly into sink; Stokes patented 
power drive; Duo-tone finish; also 
available with gasoline engines. 

Wringer: “Magic Button” wringer con- 
trol automatically stops and starts 
both rolls; new streamline wringer 


head. 

Prices: 48, $49.95; 49, $59.95; 50, 
$64.95; 51, $69.95; 52, $79.95.—BHlec- 
trical Merchandising, June, 1934. 


Label used on cord sets 


Passed by 


ELECTRICAL 


conforming to A.E.LC. 


forming to RLM 
specifications. 


specifications. 


—and may we add 


The tag used on electrical appli- 
E.LC. 


ances that conform to A. 
specifications. 


ical 
and have been found by test, 
when equipped with a 100-watt 
standard incandescent lamp, to 
comply with requirements of 
“Specifications for |. E. S. 
The tag used on the new| Stdv ond Reading Lamps", 
Study and Reading Lam the 
sponsored by the I. E. S. ENGINEERING SOCIETY 


Electrical Testing Laboratories 


80th Street and East End Ave. 
New York, 


\\ 
\ 


and customers.” 


tion available. 


helps 


AN ANALYSIS OF CONSUMERS’ FACILITIES FOR 
JUDGING MERCHANDISE made by the American Associa- 
tion of University Women, states in Clause Six: 


“That the Conference urge retail stores to recognize their 
responsibility as buyers for the community and base their pur- 
chases on specifications and the results of testing laboratories: 
that this information be made available for the use of clerks 


Illustrations show how some stores make this informa- 


Samples of labels and tags, with full information, will y 
be mailed you upon request. 
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MAKE MORE MONEY SELLING 


THESE WASHERS 7? 


1. The Westinghouse TELL SELL book. Something never before done 
in the washer business. The display asks the question in every woman’s 
mind. She WANTS the answer. The TELL SELL book gives it to her— 
and as a result makes her want a Westinghouse washer. Dealers are 


proving women buy better washers than they otherwise would. 


2. Then Westinghouse gives you a graduated step-down line which finds 


the highest level of each woman’s purchasing power. 


SEND FOR THE DETAILS OF THIS CONSTRUCTIVE SALES PLAN 


ISTANCE 


Westinghouse has developed a new complete 
line demonstrating display that will attract 
women’s attention. Out of sight, in back, are 
containers of sand, soda and kapok, a 1, 2, 3 
speedy demonstration guide and a convenient 
sales manual which answers every question. The 
display makes a complete, compact cleaner de- 
partment — with models 
to get every order; plus a 
rapid-fire, on-the-spot 
demonstration. Write for 
powerful profit story. 


MODELS FOR EVERY PURSE 


Westinghouse 
y 


Duster 


THE LINE OF LEAST RESISTANCE 


YEAR 


pr 
NEW 1934 “MASTER SERIES” MODEL ; 
193 
OFFER AMAZING SELLING ADVANTAGE ~ 
phe 
6 Sensational Improvements Feature yn 
ing 
In the 1934 “Master Series” line, ; 300 
= —_ offer no less than 36 definite, demons loc 
make. Six of these are absolutely new ] 
including 
rac 
| a © NEW OPERATING ECONO ing 
ow 
FASTER FREEZI 
oNEW HANDY TRA W 
eNEW DULUX FINIS 
KEW ICE TRAY RELE 
oHEW DOOR OPENE 
A demonstration of these si 
new features alone wil! 
sufficient to prove to 
choice of prospects the overwhelm: 
models, mow superiority of Westingh 
be obtail erior finish. 


WESTINGHOUSE REMES 


A LEADER WITH SMARTNWESS, QUALITY, EYE APPEAL, PR 


AN EASY PLAN TO PUT 16 CYLINDER SPEED INTO SA 


AMERICA’S MOST BEAUTIFUL LINE + TO GET EVERY OF 


WESTINGHOUSE ELECTRIC & MANUFACTURING & - 


Se 
7s 
af 
if 
A 
\ | N= 


YOUR OLD IRON SALE 


na your 


ber about the nation-wide wt 


Sales 


Sealed-in Mechanism of EVERY Westinghouse model 


protected for 5 years against service expense for $5! 


The announcement of the NEW 
1934 Westinghouse “‘Master Series” 
refrigerator line has been attended by 
phenomenal sales increases in every 
section of the country. Dealers and 
distributors in many cities are report- 
ing retail sales running as much as 
300%—350% ahead of 1933. In most 
localities all previous records have 
been broken. 

Retailers attribute the increased 
popularity of Westinghouse partly to 
radical improvements in the new 
models and partly to the overwhelm- 
ing leadership of Westinghouse in 
owner loyalty and satisfaction, re- 


sulting in thousands of sales through 
word-of-mouth recommendation. But 
the most important single factor has 
been the announcement of the West- 
inghouse 5-Year Protection Plan, 
under which the purchaser obtains 
complete freedom from service 
expense on the sealed-in mechanism 
for five years at a cost of only $1 
a year. 

Westinghouse is the only manu- 
facturer offering such a plan on 
EVERY model in the line... and 
Westinghouse offers the lowest-priced 
refrigerator on the market carrying 
this protection. 


Write, Wire or Phone for Franchise Facts 


Westinghouse Year-Round Promotion Plans bring success in all seasons 
to Westinghouse retailers. Why not learn at once how you, too, can cash 
in on the tremendous wave of Westinghouse popularity? Your request for 
information will bring immediate response from a nearby distributor. 


Westinghouse Refrigerators 


THE BARRIERS TO 


SMASHING THREE-POINT SALES PLAN DESCRIBED IN 
NEW 5-MINUTE BOOK...SEND FOR YOUR COPY TODAY 


With the most complete line of 
ranges for every purse and purpose 
... new “Magic Brain’’ Dual- 
automatic Control as a sales feature 
far beyond competition ...and with 
rapid-fire sales plans for every selling 
operation .. . Westinghouse throws 
the “GO” sign for full speed ahead 
on your electric range promotion. 

The entire detailed story is con- 
tained in a new 5-minute book en- 
titled “Looking at Electric Range 
Selling.” 


Just a glance through this book will 
open your eyes to YOUR profit pos- 
sibilities with Westinghouse electric 
ranges. And you'll see that Westing- 
house offers you the line, plans and 
helps with which to get up speed a 
fast. 

All we ask is that you send for the 
WHOLE powerful story. See for 
yourself the advantages Westinghouse 
alone can offer you to build up sales 
and get every order. The rest we'll 
leave to you. 


Dollar-For-Your-Old Iron Sales 
Plan and newspaper advertising; 
or write direct. With the tried 
and proved Westinghouse sales 
plan you can raise your average 
iron selling price — and sell more 
irons, too. 


A WESTINGHOUSE “BEAT” 


Westinghouse 


THE LINE OF LEAST RESISTANCE 


THAT’S DOUBLING 
DEALER PROFITS! 


The “Fold-Away” 
Mixer Cabinet idea is 
clicking! Press a but- 
ton—the mixer de- 
scends on its elevator 
and the top closes. The 
neatest, cleverest mixer 
cabinet you ever saw. 
£ells a complete set of 
attachments and cabi- 
net with every mixer. 
The price permits 
EASY TERMS. Send 
for literature on this 
new winner. 


Right up at the head of the table appliance parade strut these hand- 
some, PROFITABLE volume leaders. Remember, again, it’s dollars 
that pay the rent, not percentages; and Westinghouse offers you a com- 
plete line of winners, plus plans and helps which dealers everywhere are 
acclaiming as a year ahead. Send for the whole story. 


Westinghouse 


THE LINE OF LEAST RESISTANCE 


SHOW *EM THIS 


“MASTER-AIRE” 


Ww) * It has talking points galore. News- 

paper advertising from coast to coast is 
listing Westinghouse fan dealers, telling 
millions the story of this new fan inven- 
tion. We have a complete fan sales plan 
and a unique “‘silent salesman” for your 
store. Phone your Westinghouse jobber, 
or write us rush. 


Westinghouse 


THE LINE OF LEAST RESISTANCE 


Westinghouse 
GE LINE OF LEAST RESISTANCER 
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Everhot Cooker with the 
removable lining— 


Smart 
The big feature of 
th new Everhot range 
Casserole Cooker dealers sell 
Makes aning 
aay. Pyrex glass an Everhot 
over and detact Cooker 
at ith 
Complete with a with every 


range 


Sell Cool Cooking 
in Hot Weather! 


Every woman wants to get away from the kitchen 
stove in summer. Hundreds of thousands of families 
are going to resorts—cottages—camps. These Everhot 


electric cooking appliances are made for them. New, 


well designed, efficient, low priced. Feature them in 
June, July and August! 


Here's one of the 
new Everhot Com- 
pakts—a complete 
cooking appliance 
at the price of a 
good toaster. Oven 
heat 450° F. in 5 
minutes — toasts 
8 slices in 3 
minutes — broils, 
roasts, bakes and 
fries - all by 
familiar, stand- 
ard methods. 
Epuipped with an 
1luminum roaster- 


EIGHT OTHER COMPAKTS 


oven. Lists for 
$12.50. West of 
LISTING UP TO $23.50 Denver, $13.50. 
The Everhet Casserole 
the ame utility as 
the famous Everhot 
Cooker Styled and 
onstructed to add 
value to any appli 
ance display Pyrex 
cover seam le con 
struction large green 
vitreous enameled well 
current control plug 
(No 7) List $5.50 
West, $5.95. Equipped 
with removable alun 

num lining (Ne 12) 


List $6.25, West, 86.75 


The Everhot line is a complete line of minor electric 
cooking appliances with major utility. Get the catalog, 
iscounts, and campaign plans. 


made by 
THE SWARTZBAUGH MFG. CO., TOLEDO OHIO 


Distributed by leading electrical jobbers. 


| 
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Cookery 


All set for mid- 
night supper — 
in the basement 


Knew Ir Wuen 


Miss Clara Zillessen of the Philly 
Electric Company Transformed 
Her Basement Into a Rathskeller 


We've seen a lot of pretty pictures 
of basements after an oil burner was 
installed, but comparatively few ac- 
tual ones. But even that wish has 
been gratified now. A recent visit to 
the home of Miss Clara Zillessen, 
advertising manager of the Philadel- 
phia Electric Company, showed us 
what could be done when a little 
imagination was put into the job. 

In the spacious basement of her 
Lansdowne home, Miss Zillessen has 
made the place over into a recreation 
room, midnight supper club, rath- 
skeller or what have you. Anything 
you want at the moment. With wall- 
board and lighting, with an imitation 
fireplace and faked antique heavy oak 
doors, the place has the solid look of a 
baronial hide-out and the comfortable 
intimacy of an old slipper. 

But the crowning achievement is the 


“lunch-counter” or, to more imagina- 
tive souls, the bar. An electric casse- 
role, a chafing dish, a two-slice toaster, 
a waffle iron and a percolator are all 
provided and what’s more, they can 
all be used at the same time. Four 
outlets are let into the surface of the 
bar—much to the detriment of any 
glass that might be slid over the 
polished face, but of untold help in 
preparing supper for three to a dozen 
people. 

“And can they eat!” said Miss Zil- 
lessen. 

The bar, incidentally, stands where 
once there was a coal bin; the tri- 
angular window above with its decora- 
tive frosted glass, the place where the 
coal used to shoot through. The pres- 
ent furnace—automatic heat—is off by 
itself in a little room. 

It just goes to show what can be 
done with a basement these days—and 
it is not without its suggestiveness as 
a future field for heating appliance 
sales. 


Commissions for Table 


Table appli- 
ance display at 
the Fair Store 


Appliance Salesgirls 


One of the reasons that the Fair 
Store at Binghamton, N. Y. do a real 
heating appliance job is because the 
salesgirls take a vital interest in the 
proceedings. 

“There's nothing like paying sales- 
girls a commission to get them to do 
an active selling job,” says Louis A. 
Taylor, manager. “Nor are they in- 
terested in making easy sales. When 
a customer comes in looking for a 
cheap iron or a toaster, the girls are 
trained to point out the obvious 
superiorities of the higher-priced mer- 
chandise—both from the standpoint 
of appearance, wearing qualities and 
superior performance. 

“She knows that is part of her job 
and her selling technique isn’t hin- 
dered any by the fact that she collects 
5 per cent extra commission on all 
sales. The higher-priced the gadget 
sold, the more commission she makes. 


That is old stuff on major appliances, 
but I think a lot of department store 
men are missing a bet unless they hold 
out the same commission inducement 
to the girls that have charge of the 
heating appliances.” 

The girl in the picture, Mr. Taylor 
remarked, had sold as high as $3,100 
worth of heating appliances in a single 
week. 

“Figure out what that meant to her 
in added commissions,” he said. 

The department itself is a consider- 
able inducement to buy. It almost in- 
vites the customer to browse—a la the 
bookshop. Not a single piece is under 
glass. As a matter of fact, 90 per 
cent of the appliances are within reach 
of the customer’s hand. The others 
are displayed in open recesses set into 
the wall for better display and decora- 
tive purposes. All small appliances 
are handled. 
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BLACKSTONE 


WASHERS 
EMERSON 


kL was inevitable that two old established manufac- 
turers both of whom have achieved notable success 
through the adherence to one principle, QUALITY, 
should eventually come together. 


The Blackstone ‘‘quality policy” has remained un- 
changed for the past 63 years. The natural result is 
that Blackstone has chosen Emerson Motors, there- 
by giving their dealers full profits—profits they can 
pocket instead of spending to service installations 
for dissatisfied customers. 


Likewise, the “quality policy” of Emerson has been 
responsible for Emerson’s leadership in the motor 
industry for over 40 years. Many manufacturers 
have written that they consider Emerson motors the 
finest made. However, many of these have not in- 
stalled Emerson Motors as standard equipment be- 
cause of the price. Now, this has been changed 
because of increased production. 


Emerson Motors Are Now 
Competitively Priced 


Add to the fact that Emerson Motors are priced just as attractively as 
those made by ANY other manufacturer—the feature that Emerson is 
geared up to high production and prepared to deliver any quantity of 
motors when wanted—and you have ample reason to write for full descrip- 


ELECTRIC MFG. CO. 


NEW YORK ST. LOUIS CHICAGO 


LEADERS IN THE MOTOR AND FAN INDUSTRY FOR OVER 40 YEARS 


Model E Blackstone Washer, one of the 
new models in the present line is backed 
by over 63 years’ experience—A merica’s 
oldest washer manufacturer. Since its be- 
ginning Blackstone has been synonymous 
with quality washers. It is notable, there- 
fore, that Blackstone has chosen Emerson 
Motors. 


Quiet operation—high starting torque 
high overload capacity—and freedom from 
trouble and attention are a few features of 
this Emerson Frame S6AT\, h.p. standard 
washing machine motor. Also offered with 
rubber grommet and resilient base mount- 
ings. 
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The brush-lifting repul- 
sion-start-induction motor 
is but one of several types 
of single-phase motors 
manufactured by Wag 
ner. Wagner also manu- 
factures capacitor, split 
phase and repulsion-in 


CAPACITOR duction motors — permit 
ting Wagner sales-engi 


neers to recommend with 
| out prejudice the right 
| type of single-phase mo 
| tor for each application 


For complete description 
of Wagner _ single-phase 
motors, ask for Bulletins 


\ SPLIT PHASE 167 and 173. 


Theres no mystery about 


Wagner's leadership in the 
Single-Phase Motor Field 


The answer is Wagner's brush-lifting mechanism on its 
repulsion-start-induction motors, which automatically 
lifts the brushes off the commutator after the rotor 
windings have been short-circuited—thus minimizing 
interference with radio reception, and limiting brush 
noise, brush- and commutator-wear, and brush friction 
to the brief starting-periods only. 


With the growth of the air-conditioning industry, 
Wagner's brush-lifting repulsion-start-induction motor 
becomes of special importance—for no longer is it a 
question of fractional-horsepower motors only, but also 
one of single-phase motors of 1, 14, 2, 3, and 5 horse- 
power. The repulsion-start-induction motor, with its 
high starting-torque and low starting-current, naturally 
dominates the field. 


ST. LOUIS, MO. U.S.A. 
MOTORS © TRANSFORMERS © FANS @ BRAKES 


Rit You Can “SCOOP” The 


Electric Cooker Market 


PERFORMS EVERY 
COOKING FUNCTION 


Now ready for delivery. The first really complete 2 HEAT Electric 

er ever presented to sell at a popular price. Here is your oppor- 

tunity to cash in on the most spectacular item of the year. A tested 

and approved Electric Cooker that will break sales records—pro- 

viding quick turnover and a marvelous profit. Attractive displays 

and advertising helps available to put over successful promotions. 
AN EFFICIENT HEATER AND ELECTRIC STOVE 


HEAT UNIT GRILL RACK 


ROASTS 
STEWS 


by 


_With This New Sensation 


TO RETAIL FOR 


WRITE OR WIRE FOR 
SAMPLE AND DETAILS 


CASSEROLE 


* TOASTS BROILS 


THOUSANDS 


OF 


SINGLE HEAT 
UNITS SOLD 


AND 
BEING USED 
IN AMERICA 


FRIES 


CASSERO 
CHAFING DisH 


Wuat 


Fresno Free 
Electricity 


CONTINUED FROM P. 3 


Electric Appliance Society, has added a 
new line of washing machines and 
ironers to the refrigerators and vacuum 
cleaners which he already carried. He 
started May with a window ironer 
demonstration which brought many in- 
quiries. He reports business more than 
double than at the same period last 
year. T. J. Buford of the Buford 
Electric Company states that, starting 
with a 100 per cent increase in sales 
during January, business has gradually 
bettered until last month he sold five 
times as many refrigerators as he did a 
year ago. 

Barrett-Hicks, plumbers, have added 
an air-conditioning department to their 
line of G.E. refrigerators. Radin & 
Kamp, department store, have ex- 
panded their electric department. They 
are selling refrigerators on the meter 
plan and starting in May, are fea- 
turing a sale of washers. Faris & 
Osborne, roofing materials, carry a 
line of refrigerators and Offutts Lug- 
gage Shop, under Don Anderson, dis- 
play refrigerators and washers. Cook’s 
Music Shoppe is running a contest on 
electric refrigerators with $100 in cash 
prizes. The Fresno  Electrician’s 
Union is advertising the importance 
of wiring your home to take full ad- 
vantage of the free electricity offer. 

Dealers from elsewhere tell a similar 
story. Louis Passidori of Atwater re- 
ports refrigerator sales as 100 per cent 
above the 1934 quota already and a 30 
per cent increase in the sale of other 
appliances. Fraser’s Electric Shop of 
Chowchilla reports a 100 per cent in- 
crease in sales during the first week 
the plan was in operation. From 
Lemoore comes word from the 
Lemoore Radio Service Company that 
general sales have increased 50 per 
cent, lamp sales 100 per cent. Ex- 
panded electric departments, fresh win- 
dow displays and an increase in selling 
staff are to be found throughout the 
valley. 

During the announcement of the free 
electricity plan and the new method of 
billing which was to prevail during 
April and May, the San Joaquin Light 
& Power Corporation sent its repre- 
sentatives from door to door in Fresno 
to explain the offer to the housewife. 
These men came back with a large 
number of leads. Frequently the 
housewife inquired what effect her 
purchase of a given equipment would 
have on her bill under the new plan, 
thus disclosing her intention of buying. 
The power company men noted down 
these expressions of preference and 
later these leads were turned over to 
the local Gas & Electric Appliance So- 
ciety to be divided up among their 
membership. It was found that some 
400 housewives had indicated an inter- 
est in electric refrigerators, for in- 
stance, and in other equipment in pro- 
portion. The system of allotting 
names was to divide a certain number 
equally among the membership for the 
first week. At the next meeting a re- 
port was required, and allotments for 
the second week were made on the 
basis of how much work had been done 
on the original names given out. Thus, 
if out of ten names a certain dealer 
had called on only four of them, he was 
allowed only four new names for the 
coming week. But if he had contacted 
all ten, he was given the full quota of 
ten more. Excellent results in sales 
are reported from these contacts, some- 
thing like 25 refrigerators being sold 
from the first list of names given out. 

Ninety eight per cent of the Fresno 
dealers are members of this Appliance 
Society and are active in cooperative 
activities. They sponsor a cooperative 
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lvertising section in the Sunday news- 
aper and in the Thursday Shopping 


News, -each of which publications 
fers about 20 per cent free publicity. 

Three hundred and fifty dealers are 
ooperating with the Valley Electrical 
Supply Company in these activities. A 
urvey at the close of the first month 
hat the plan was in operation indi- 
ated that 120 of these were actively 
lvertising and that 17,929 inches of 
\dvertising had been run by them in 
live weeks time. In general it is fig- 
ured that sales have increased about 
300 per cent over the year preceding. 
Figures on increased current consump- 
tion are not final, but a check was 
made of 500 bills from the poorest sec- 
tion of town. This was chosen because 
it was thought that it would show least 
response to the free electricity offer. 
Out of 595 homes in this district, it 
was found that 308 had increased their 
use of electricity to the extent that they 
were taking advantage of the free 
offer. A typical home in a better dis- 
trict taken at random showed an in- 
crease from 131 kw.-hr. to 340 kw.-hr. 
during April. Stores had made con- 
siderable use of the free current offer, 
one at least showing a 1,000 kw.-hr. 
increase. 


Silas H. Altorfer 


It was hard for those standing in 
the cemetery at Peoria, Ill., May 16 to 
realize that Silas H. Altorfer, a scant 
quarter century ago, had started the 
great Altorfer Brothers plant from an 
idea that he and his brother, A. W. 
Altorfer, had germinated in the base- 
ment of their father’s hardware store 
in the tiny Illinois town of Roanoke. 

A sister needed help with her laun- 
dry, and the brothers constructed a 
power washer to aid her. Its popu- 
larity with the neighbors led them to 
turn out machines, one by one, and 
send them out to be sold by a horse 
and buggy salesman. 

Expanding business forced the boys 
to set up a “factory” in two rooms of 
an abandoned Roanoke schoolhouse, 
and this business grew into the pres- 
ent plant at Peoria, Ill., one of the 
largest in the country. 

As president of Altorfer Brothers, 
and member of the executive board of 
the American Washing Machine Asso- 
ciation, Silas H. Altorfer was known 
from coast to coast. He leaves two 
brothers, A. W. Altorfer, vice-president 
of the company, and Henry W. Altor- 
fer, general manager and secretary. 

The “Who’s Who” of the washing 
machine world was present at the fun- 
eral. Among those making the trip to 
Peoria were: E. N. Hurley, Jr., presi- 
dent of the Hurley Machine Company 
and the Asociation and J. R. Bohnen, 
Association secretary, both of Chicago ; 
W. Neal Gallagher, Automatic Washer 
Company and F. L. Maytag, Maytag 
Company, Newton, Iowa; William H., 
Walter K., and Frederick Voss, Voss 
Brothers Company, Davenport, Iowa; 
C. K. Woodin, Meadows Manufactur- 
ing Company, Bloomington, IIl.; Fred 
B. Dechant, American Rolling Mill 
Company, Middletown, Ohio; T. C. 
Craig, Mullins Mfg. Corporation, 
Salem, Ohio; Leo Shea, Moraine 
Products Company, Dayton, Ohio; 
Howard Power, Household Devices 
Corporation, Davenport, Iowa; Carl 
Huff, Bliss & Laughlin, Harvey, III., 
and Ray Randall, Briggs & Stratton, 
Milwaukee. 
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New lift-top refrigerator with her- 
metically sealed unit mounted un- 
der the food compartment. 


G. E. Announces 
Refrigerator at 874.50 


A determined assault on the mass 
market is disclosed by the announce- 
ment by the General Electric Co., 
Specialty Appliance Sales Dept., 
Cleveland, Ohio, of a refrigerator to 
retail at $74.50 and a companion range 
at $72, both prices F.O.B. factory. 

The refrigerator is revolutionary in 
design, of the lift top type, with all 
steel cabinet and a hermetically sealed 
unit mounted at the bottom and under 
the food compartment. By paying an 
additional charge of $5 the purchaser 
can obtain 5-year service protection. 
The outside finish is baked Glyptal 
enamel and the interior porcelain. The 
range is three burners mounted on top 
of the 16 inch oven. Temperature 
controls mounted on the switch panel. 

Range and refrigerator will be sold 
separately or together as an attractive 
unit. Height of both is uniform. 

Both models have been approved by 
David E. Lilienthal, and will be placed 
on sale in the Tennessee Valley states. 
The new models will be available the 
latter part of June. 


General Electric intends to merch- 
andise both range and refrigerator 
aggressively. Advertising and sales 
promotion will be used. The products 
will be handled by regular General 
Electric distributors and dealers, utili- 
ties and department stores. 


v 
K.C. Dealers Set Own 
Refrigerator Code 


Electric refrigerator dealers have 
written their own code of fair competi- 
tion in Kansas City. 

In cooperation with the distributors 
they have written a set of provisions 
concerning trade-ins, cash discounts 
and carrying charges. They are as 
follows: 

1. Maximum trade-in allowances on 
ice boxes: On refrigerators selling at 
retail up to $155, nothing; on boxes 
selling from $155 to $225, $5; $225 to 
$285—$7.50; from $285 up—$10.00. 

2. No cash discounts to domestic 
users. 

3. Minimum monthly carrying 
charge—4 of one per cent on the de- 
ferred balance at the time of purchase. 


SPEED 


with 


CHROMALOX 


Super-Speed 
REPLACEMENT 
“TOP BURNERS” 


SMOOTH, FLAT 


cooking 
ciency and speed, cut- 
ting cooking time and 


OLD RANGES 


TO MAKE those chronic range kickers happy and satisfied again with electric 
cookery, all you need to do is slip 
on their old ranges. Like magic, you'll turn them into your best boosters. 
You and your customers will be astonished at the increased cooking speed 
and efficiency of these new units, saving 10 to 15 minutes out of every cooking 


in one or two Chromalox Super-Speed units 


hour. This speed lasts the entire long life of the unit. 


COSTS AND INVENTORY 
Four standard assemblies plus interchangeable outside adaptor rings—fit 
all makes of ranges, old or new. With Chromalox, your service men can 
make replacements on the very first call in 90% of the cases. No more costly 


trips back to the shop because “the customer didn’t specify the right size.” 
Chromalox cuts inventory to rock bottom and is the one sure way to reduce 
range servicing cost to a minimum. 

CHROMALOX PUTS NEW LIFE IN OLD RANGES are 
By installing Chromalox replacement units, and putting new life into old 


ranges, one power company not only gained customer good-will but in- 

creased its connected range load 40%. Chromalox Super-Speed units cut 

cooking time and costs—gave housewives new faith in electric cookery. 
PAVES WAY FOR MORE NEW RANGE SALES ; 

Only satisfied customers help sell new ranges. Chromalox units are greatly 


helping dozens of power companies and dealers re-sell range owners on 
electric cookery—and keep them sold. They now strongly recommend elec- 


tric ranges to neighbors. 


MAIL COUPON FOR FULL DETAILS 
Send for your FREE copy of “How to Sell More Ranges.” It brings facts and 
figures that you can easily and immediately put to work to maintain and build 
your range load at a profit. No obligation. 


NOTE: See that the ranges you sell are Chromalox-equipped. Manufacturers will be glad to ly 
= Super-Speed units as standard equipment. Specify '‘Chromalox-equipped” on your order. 


EASIEST TO 
CLEAN because of 
smooth, flat cooking 
surface. Spillovers 
cannot age heat- 
ing units. 


Ing 
with small utensils. 


units operate on 


Both 
“HIGH”. Inside unit 
only on “MEDIUM”. 


SIZES FOR ALL 
RANGES —Chrome- 


FASTER COOKING 
Smooth, flat cook 
ing surface provides 
maximum utensil con- 
tact resulting in faster 
cooking, more eco- 
nomical operation. 


OPERATES AT 
RED HEAT without 
radiant heat losses. All 
heat transmitted to 
cooking utensil result- 
ing in faster cooking, 

cooking costs. 


UNIT SUPPORT— 
Plated Gray Iron Cast - 
ing, rigidly supports 
ting units insuring 

. flat cooking 


PROTECTED TER. 

MINAL connections 

easily accessible, yet 

spillovers cannot dam- 

age. Terminal connec- 

tions located outside 
of hot zone. 


SAFE, SHOCK- 
PROOF —Each Range 
unit has positive 
grounding terminal, 
making them abso- 
lutely shock-proof. 


. . . MAM TODAY WITH YOUR LETTERHEAD... 
EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
Without obligation, please send us a copy of “How to Sell More Ranges" complete with facts 
aral figures, and showing us how to put this plan to work to make money for us. 
©) Send us complete data about Chromalox Super-Speed Replacement Range Units including 
© Elec. Testing Laboratories Boiling Speed and Efficiency Report — 
counts () FREE Sales Helps, Flashing i 
© Send us catalogues about Chromalox-equipped ranges. 


Prices, Quantity Dis- 
indow Display. 


APPENED 
TOP— Maximum con- WITHSTANDS 
tact between utensil DAILY WEAR AND 
and heating unit_in- 2-in-1 “BURNER” TEAR. Pots and pans 
provides small inside DURABLE, LONG - cannot ——_ heat- 
- units maintain origi- 
| nal heating efficiency 
NO EXPOSED at 
| WIRES to oxidize or of chrome alloy. , 
deteriorate. resist - 
or element is embed- 3 
| Sth | 
‘ 
replacements on any 
BRIGHT REFLEC- 
, TOR — Chrome-plat- 
ed. Quickly removed 
> and easily cleaned. 
4 yout surface. 
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10. 
PROCTOR 


HEAT CONTROL 


SPEED IRONS 


Tie In Your Sales Efforts With 


National Publicity Timed for 
Peak Selling Season 


@ Summertime, when days are hot and 
sticky, and family washes are biggest, is 
the time when women who do their own iron- 
ing dread the task most. 


But this very fact spells OPPORTUNITY 
for the dealer who sells Proctor Speed 
lrons. For women everywhere are learning 
how this newest iron, with its 1000 watt 
Dreadnought Heating Unit, will take them 
through a big day's ironing in much less 
time and with less discomfort than any other 
iron ever made. 


Proctor publicity in three of the biggest 
national magazines (Saturday Evenin 
Post, Good Housekeeping and McCall's) 
is telling the story of faster, easier, safer, 
more comfortable Proctor ironing in every 
hamlet and town throughout the country. 


Here's your opportunity to build profits 
by hooking up with this Proctor publicity . 

to make full use of PROCTOR sales helps 
to take advantage of the extra discount 
which is offered those dealers who get be- 
hind the liberal sales assistance and co- 
operate 100%. 


When you sell a PROCTOR IRON you sell 
QUALITY MERCHANDISE .. . a product 
that has, first of all, EYE APPEAL. You sell 
SERVICE SATISFACTION, for its many ad- 
vanced features make the Proctor the iron 
that is more considerate of a woman's 
time and comfort than any other iron on the 
market. The protective Dial of Fabrics 
Heat Control, the speedy Dreadnought 
Heating Unit, the trouble-free Built-on 
Cord, the cool cork handle with finger 
guards all are wanted advantages 
all have sales appeal 


rWO MODELS FEATURED 
No. 940-—1000 watt SPEED IRON at $7.95 list, 
with a $1.00 trade-in allowance for an old iron 
No. 941—800 watt ECONOMY AUTOMATIC 
at $5.95 a low price for a fast iron with 
exclusive Proctor features No trade-in on 
this iron 


But get the whole story. Write for complete 
information on PROCTOR’S BIG SUMMER 
CAMPAIGN samples of dealer helps . . 
discounts, etc. Write today! 


DREADNOUGHT HEAT 


‘ \ 
ING ir PROC rok AUTOMATIC IRONS The 
xtends from poitr t heel along bott 

fed ie le pla hat it coneentrat the 

wt at the ironing surfa Sealed in, impervious to 
sir and molsture thus, it eliminates burn-outs 


PROCTOR & SCHWARTZ 
ELECTRIC COMPANY 


PHILADELPHIA, PA. 
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MR. BRADY, sales manager of the electrical appliance department of 
Buffum’s, explaining a feature of an electric refrigerator to a prospect. 


Your Best Friend is 
Your Old Customer 


Buffum’s at Long Beach, Calif., finds the telephone 


and the owner best for getting refrigerator leads 


E are using two meth- 
ods of uncovering leads 
for sales of major elec- 
trical appliances,” say C. W. Brady, 
manager of the electrical appli- 


ance department of BUFFUM’S, a 
Long Beach, Calif., department store. 
“One is a peculiar type of telephone 
solicitation ; the other is an exception- 
ally frank method of soliciting the as- 
sistance of those who already have 
purchased appliances from us.” 

The new methods, Brady declared, 
are the result of attempting to conform 
selling methods to the public’s chang- 
ing psychological moods—especially 
the changes evident within the past 
twelve months. No longer can the 
salesman accomplish much by subter- 
fuges ; the public demands more frank- 
ness. This is particularly true in deal- 
ing with former customers. Mr. 
Brady’s explanation substantially is as 
follows: 

“Without a doubt old customers are 
the best sources of leads. There was 
a time when salesmen called back with- 
in two or three weeks, or within two 
or three months, to learn how the cus- 
tomers like their purchases and to see 
if everything was operating satisfac- 
torily. At least this was the subterfuge 
the salesman used to get into the house, 
whereupon he kept his ears open to 
catch the names of friends or relatives 
who had expressed admiration for and 
a desire to possess such an appliance. 

“Of course he cannot continue to 
drop back after the appliance is a year 
or so old; that would be straining a 
point and making a nuisance of him- 
self. 

“Experiences in the past several 
months have proved to us that the most 
effective method is to candidly tell the 
old customer when she answers the 
doorbell that we are selling electrical 
appliances and that we are looking for 
prospects. We get the best results 
when we ring the bell, stand back in 
full view of whomever comes to the 
door, and then make some such state- 
ment as: 

“‘Good morning, Mrs. Jones; I am 
Mr. Brady of the electrical department 
of BUFFUM’S. And the only way 
I can find out what other appliances 
you need, or contemplate buying, is to 
ring your doorbell and ask you.’ 

“Such a statement usually brings a 
smile, and, also, it disarms the house- 
wife who has been trained to be on her 
guard against those who ring her bell 
and who have, in the past, used subter- 
fuges and trickery to obtain informa- 
tion. 


“Since we have been frank with her, 
she is likely to be frank with us. If 
she’s interested in another appliance, 
she'll say so; if she knows of any 
friends or relatives who are interested, 
she'll tell us. The percentage of leads 
obtained by this method is greater than 
that obtained by the subterfuge system. 

“In regards to telephone canvassing, 
we labor under the assumption that 
every one is in the market for what 
we have to sell, though, of course, not 
everyone can buy at the time merchan- 
dise is offered. 

“Therefore, every day each of the 
five salesmen, who, by the way, sell 
everything, calls about 20 numbers 
from the telephone directory. To pre- 
vent conflicts and to simplify matters, 
we assign to each salesman one letter 
of the alphabet, another to another, etc. 

“The salesmen try to make their calls 
when the housewife is likely to be at 
home and when her husband is NOT 
likely to be there. When Mrs. Jones 
answers the salesman asks if Mr. Jones 
is in (hoping that he is not). If a 
negative reply is obtained he makes 
some such statement as: 

“*This is Mr. Brady of the electri- 
cal department of BUFFUM’S. I 
just called to see if Mr. Jones has pur- 
chased the electric refrigerator he was 
contemplating.’ 

“From the woman’s reaction to this 
statement the salesman learns whether 
or not such an appliance is contem- 
plated. If her reply is that Mr. Jones 
purchased an electric refrigerator sev- 
eral months ago the salesman suggests 
that perhaps it was an ironer, or a 
washer, or a range instead of the re- 
frigerator. And from her reaction to 
this statement, he again learns whether 
or not an appliance is being consid- 
ered. If the reaction is favorable, the 
salesman has obtained a hot lead and 
immediately makes arrangement to call 
on Mr. Jones. 

The refrigeration department fea- 
tures General Electric and Frigidaire 
models. 

Three makes of washing machines 
are offered—General Electric, Easy, 
and Speed Queen; while customers 
have four makes of ironers to choose 
from—Easy, Hotpoint, Simplex, and 
General Electric. Hotpoint ranges are 
handled. 

One salesman specializes on radios ; 
four specialize on laundry equipment ; 
five or six on refrigeration: The small 
appliance section is handled by a 
woman. One service man is required 
for the radio department, and two for 
the electric refrigeration section. 
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MOTOR 
BRUSH 


REPLACEMENTS 


A Brush Kit 
for Every Purpose 


Ohio No. 1 Kit for all small 
motorized appliances. 
This kit gives you the right brush 


for vacuum cleaners . . . fans... 
washing machines . . . sewing ma- 
chines . . . buffers . . . iromers... 
food mixers .. . drills . . . office ap- 
pliances . . . etc. . . Contains 300 
brushes and 120 springs. 


Ohio Vacuum Cleaner Service 
Kit No. 10. 


Contains motor brushes specially 
for vacuum cleaners . . . each 
brush exactly the right grade for 
specified cleaner . . . especially close 
tolerances held on sizes . . . springs 
of the proper size and tension to 
accommodate the brush and holder 

. . high quality virgin wool wicks 
to absorb and release just the right 
amount of oil. . . 


Ohio No. 45 Kit for 
Refrigerators. 


Brushes ially for 
quietness and long life . . . correctly 
sized for given makes of motors. . . 
In refrigerator motor repair parti- 
cularly ... you must have the right 
brush . . . makeshifts won’t do. . . 
This kit enables you to solicit this 
type of business properly equipped. 


1 A 


Ohio No. 35 Kit for Single 
Phase Motors. 
The butcher . . . the baker . . . the 


grocer ... in fact every merchant 
in your neighborhood . . . uses one 
or more machines powered by a 
single phase motor in need of brush 
replacements from time to time. . . 
This kit supplies the proper brush 
for over 300 types of the four most 
used makes of commercial and 
larger domestic appliance motors. 


See Your Jobber or write directly to 


THE OHIO CARBON CoO. 
12506 Berea Road Cleveland, Ohio 
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Potter Refrigera- 
tors are available 
in 3 series, em- 
bodying 8 models 
in a complete 
range of sizes. 


BREAK 
find out why Potter 


Dealers are making money! 


| eee an egg into a shallow dish 

.+ place it, uncovered, on an open 
shelf of any refrigerator you may handle 
... leave it there for forty-eight hours 
..- then look at it! 


What dehydration has done to that egg, it does 
to everything stored in any refrigerator that is 
not scientifically air-conditioned ! 


But break an egg and place it in a Potter Air-Con- 
ditioned Refrigerator, and at the end of the same 
period of time, there'll be no sign of moisture loss! 


That’s the kind of refrigerator per- 
formance Potter Dealers are talking 
about to their prospects. Put your- 


every other refrigerator dealer in the city 
is going to know he’s there... not by 
what he says but by what he does! 


With the Potter Plan of one dealer toa city, 
he’ll have exclusive representation ... 
under a factory-dealer franchise that gives him 
real profits! He'll have a planned advertising 
campaign working for him right in his own 
territory. He'll have a product that cannot be 
even remotely approached in quality, utility and 
refrigerating results. He'll be master of his 
territory ... above the competitive 
battle. . . above chiseling and spe- 
cial discounts . .. above department 
store and meter plan competition 


self in the prospect’s place. Suppose 


.. - because when a refrigerator pur- 


you were purchasing a refrigerator: 


chaser wants Potter results, there’s 


would you prefer one that dries out 
food or one that does not dry out 
food? An honest answer to that 


only one dealer in a city who can supply 
the answer! 


Profits and permanency for the dealer 


question will tell you why Potter 


—1— 


Dealers are making money! 


If there is no exclusive Potter Deal- 


are fundamentals of the Potter Pro- 
position for 1934. Your territory 
may still be open. Now is the time 


to be one... with the egg story asa 


er already in your city, there’s going [ 
small part of his ammunition. And 


to write, wire or phone... 


POTTER REFRIGERATOR CORPORATION 


BUFFALO, N.Y. 


This is what happened to an egg in 48 hours when stored in one of 
the best known conventional type refrigerators. 


48 hours storage on the open shelves of a Potter Air-Conditioned 
Refrigerator . .. this egg shows no signs of moisture loss. 


* WRITE, WIRE or PHONE for the complete story of 


POT REFRIGERATION 


ONE DEALER IN EACH CITY 


WITH DIRECT FACTORY FRANCHISE 
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Potter prices start at 
$167.00, all models 
Air-Conditioned 
the greatest refrig- 
erator values on the 
market today. 
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Paper Helps 


Printed Matter Sets the Stage... 
Inspires Confidence... Gets Action 


“SD WYNN tells of how a family 
horse nearly starved to death 

4 through a remarkable run of 
bad luck 

Every morning my uncle flipped a 
quarter to see whether he should buy 
a bag of oats for the horse or get a 
drink for himself,” he relates, “and 
believe it or not, that horse has lost six 
times in a row.” 

That is the situation today with 
printed matter in retailing. It can't 
win the toss Too many dealers 
shudder at the thought of big mail 
ings, and forget the little paper helps 
that bolster salesmen up. They are 
out of touch with effective methods 
loday it’s the idea, and the way direct 


legal form for a will to anybody com- 
ing in and asking for it. Cheaply 
printed, carrying on advertising, it at- 
tracted thousands to the firm’s floors 
because of its unselfish purpose. In 
similar fashion a free picture of a 
ship offered by Frigidaire in honor of 
its South Seas radio cruise likewise 
brought store traffic to dealers. Noble 
& Peterson in Chicago have been get- 
ting people into their place by offering 
to write checks for the public on pay- 
ment of the federal 2c tax. Capitaliz- 
ing on the fact that few people today 
have bank accounts, the firm drew 
checks payable to anyone designated 
by the purchaser. Inasmuch as Noble 
& Peterson were paid the cash in ad- 


mail has been the carelessness with 
which it is sent out, an Oak Park 
dealer who restricts his mail to 20 let- 
ters a day, related recently. It is the 
unusual message or delivery that regis- 
ters in the prospect’s mind. Not long 
ago a group of direct mail letters were 
delivered by boy—tacked to the door 
of the garage. Never having received 
a message in this fashion the home 
owner invariably read it when he drove 
up in the evening: “Dear Mr. Blank,” 
the letter ran, “The other morning I 


mail is presented that gets results. Mail 
box stuffing is passé 


For example, 


a Detroit firm recently offered free a One of the 


vance they took no risk and the offer 
brought in dozens daily. 
weaknesses of direct 


me ten cents until tonight. 


caught my friend, Joe Doaks, just 
leaving the garage. ‘Joe,’ I said, ‘lend 
I want to 


NAME 


Cc L Cc K S “Telechron”—Warren Tele- 


chron Co. “Revere”—The Revere Clock Co. 


CLOTHES WASHERS “Graybar” 
COOKING APPLIANCES 


(SMALL) “Everhot”—The Swartzbaugh Mfg. 
Co. “Nesco”— National Enameling & Stamp- 
ing Co. “Proctor”— Proctor & Schwartz 
Electric Co. “Manning Bowman”— Manning 
Bowman & Co. 


FANS “Graybar”. “Iigair”— lg Electric 
Ventilating Co. 


IRONERS “Apex” —Apex 
Rotarex Corp. “The Eldredge” — 


National Sewing Machine Co. 


MIXERS ano EXTRACTORS 
“Gilbert”—The A. C. Gilbert Co. “Hamilton 
Beach”— Hamilton Beach Mfg. Co. “Magic 
Maid”—The Fitzgerald Mfg. Co. “Sunbeam” 
— Chicago Flexible Shaft Co. 


RAD | S “Colonial”— Colonial Radio 


Corp. 


RA N G E S “Graybar - Crawford”— 


Walker & Pratt Mfg. Co. 


REFRIGERATORS “Graybar 


Kold”— llg Electric Ventilating Co. “Kelvin- 
ator” —Kelvinator Sales Corp. 


HEATERS (rortaste) “Arvin” Nob- 
litt‘Sparks Industries, Inc. “Everhot”—The 
Swartzbaugh Mfg. Co. “Manning Bowman” 
— Manning Bowman & Co. “Markel” — 
Markel Electric Products, Inc. “Sunbeam”— 
Chicago Flexible Shaft Co. 


l RO N S “American Beauty”— American 


Electrical Heater Co. “Marion”— Rutenber 
Electric Co. “Proctor”— Proctor & Schwartz 
Electric Co. “Sunbeam” —Chicago Flexible 
Shaft Co. 


SEWING MACHINES “Graybar” 
S U N LAMPS “Miller Sunlites”—The 


Miller Co. 


TABLE APPLIANCES “£verho:” 
—The Swartzbaugh Mfg. Co. “Hankscraft” 

Hankscraft Co. “Manning Bowman”—Man- 
ning Bowman & Co. “Proctor”— Proctor & 
Schwartz Electric Co. “Silex”—The Silex Co. 
“Sunbeam”— Chicago Flexible Shaft Co. 
“Toastmaster” — Waters Genter Co. “Waffle- 
master” —Waters Genter Co. 


VACUUM CLEANERS “Graybar” 


GRAYBAR ELECTRIC COMPANY, Graybar Building, New York, N. Y. 


Gentlemen: Please send us more information on your complete line of electrical appliances. 
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make the biggest investment with a 
dime you ever saw.’ 

“That night when Joe Doaks got 
home he found his dime returned in an 
envelope. ‘Joe,’ I said, ‘that dime paid 
for— 

‘3 dozen ice cubes for cold drinks 

‘It froze some ice cream 

‘It permitted my wife to get dinner 
in the cool of the morning and put it 
away in the refrigerator ready for 
serving that night. It got the melons 
cold and crisp like I want them. It 
kept a bottle full of cool water ready 
whenever I wanted a drink. It kept 
the baby’s milk pure and germ free. 

‘All for a dime, which paid for elec- 
tricity to run our electrical refrigerator. 
Now, Joe, I can’t come by, borrow a 
dime and demonstrate this fact to you 
every day. I did it because I wanted 
you to realize for how little so much 
could be bought. You can make this 
investment for your family just as well 
as I can make it for mine.’ 

“Won't you drop in and look over 
our line of electrical refrigerators? 
Prices, terms and models this year are 
right down the alley that you can af- 
ford. 

“Sincerely, 
“Your Dealer.” 


So successful has been this kind of 
an approach that a national life insur- 
ance company has used it half a dozen 
times. 

Men selling outside instinctively shy 
at homes with maids. The servants 
in the house form a barrier that blocks 
access to the prospect. One Chicago 
outside selling organization keeps its 
men prepared for the house that has 
a maid. 

The moment the door opens and the 
maid’s uniform is seen, the salesman 
proffers her an important looking mes- 
sage. “Will you give this to Mrs. 
Blank, please?” he asks. “I'll wait for 
the answer.” 

The idea capitalizes upon the fact 
that servants who are brazened to 
callers, regard messages with a good 
deal of awe. Inside the envelope is a 
message written with telegraphic brev- 


wt R AY 
goo 
/ \ 
|_| ELECTRICAL MERCHANDISING—JUNE, 1934 


An important look- 
ing message flashed 
on a maid helps 


as unusual as this bag of peanuts is 
different from the ordinary run of 
messages. May we have a minute by 
the clock to present it? 

“The John Doe Company.” 


The idea worked, just as picture 
postcard mailing showing a washing 
machine in a historic place worked. 
Colored picture postcards are nearly 
always used for personal messages. 
One that was gotten up in this style 
received a reading response that not 
one direct mail piece in a hundred 
ordinarily gets. It paid to stage it dif- 
ferently. 

In cities owners of cars daily find 
their doors and windshield wipers 
chuck full of direct mail matter, all 
from firms offering much the same 


by Tom F. Blackburn 


boxes jammed with tiny cards. Re 
freshingly different was the direct mail 
approach used by a washing machine 
repair service. Going to a utility, its 
head asked that meter readers be sup- 
plied with pockets full of tags. After 
reading the meter the man would tag 
the washing machine as he left the 
place. Wherever there was any trou- 
ble with the washer, the family always 
noticed for the first time the tag at- 
tached to it, suggesting that they call 
the Blank Company for repair service. 
Thus at the point of contact the direct 
mail was placed, without competition 
and without annoyance to the recipient. 
Printed matter is as much help today 
as it ever was. ‘The only difference 
is that you must stage its delivery— 
“call your shots” when you make a 


thing. At home they find their mail mailing. 


ity setting forth a few brief reasons 
why it is of advantage for the lady 
of the house to see the firm’s repre- 
sentative while he is right on the door- 
step. 

A few years ago an enterprising 
book salesman in Kansas City crashed 
the doors of a hundred top executives. 
His method was simple. Approaching 
the switchboard girl with a basket on 
his arm he reached out with a bag of 
peanuts in his hand, saying pleasantly, 
“Here is that bag of peanuts from Mr. 
Blank. It’s complimentary. Tell him 
here’s the first red peanut he has ever 
seen. 

Attached to the bag was a tag with 
these words: “Dear Sir: This bag of 
peanuts is free. We'll bet you've never 
seen a red peanut before. Take a look. 

“Sincerely, 
“The John Doe Company.” 


Where mail or message might be 
held up, the secretary invariably took 
in the bag of peanuts to her boss. The 
boss’s curiosity was piqued at the idea 
of a red peanut. In the bag at the top 
was a red hulled goober. On breaking 


“Squarart”—No. 3F59—an interesting all-purpose 


it open the boss discovered a message 
which read—“This is an odd way to 
send a message to you. It shows how 
little chance most propositions have in 
claiming your attention. You miss out 
on a great many things, some highly 
worthwhile, through this Chinese Wail 
that surrounds you. 

“We have something to offer that is 


Simple mimeographed mes- 

sages, in long hand, tucked 

under the door, look like 

personal notes from neigh- 
bors. 


model, intended primarily for kitchen, kitchenette 
table or shelf, but useful and appropriate anywhere 
in the house. Metal case, 415/16” square, with foot 
rest. Lacquered finish in choice of black, ivory or 
green. Squarart will give volume as a profit- 

able sales leader at a retail price of only..... $3.95 


“Telebell”—No. 7F53-BK-I—A pleasing alarm clock 
design. Black molded case, set in molded ivory base. 
Ivory alarm shut-off knob. Clear-toned bell. 4%” 
Also with Butler-finish metal case, set in molded base. 
Choice of gold-color case, black or ivory base 
(7F53-A); or chrome-finish case with green, black 
or red base (7F53-B). Retail.............0005- $5.95 


“Starman”—Thoroughly modern in spirit, but simple 
and restrained enough to fit gracefully into any set- 
ting. No. 4F57-W is walnut with black dial, chrome- 
plated bezel and silver-finished stars. Has easel rest. 
No. 4F57-MP is maple with black dial, gold-finished 
bezel and stars. “Starman” will be a star salesman on 
clock counters everywhere. 51,” square. Retail $6.75 


“Airman” is companion to “Starman.” It has the same 
easel rest, is 514,” square, and offers a choice of case- 
and-face combinations. No. 4F55-W is walnut, with 
chrome-plated bezel, black etched-in numerals and 
black dial. No. 4F55-MP is maple, with gold-finished 
bezel, white etched-in numerals and cream-white dial. 
“Airman” is expected to pilot profits to a new altitude 


Tere is every reason to be confident about the future of the four 
models introduced on this page. Each was created by a leading 
designer to meet a definite demand. Each will be widely advertised 
in national magazines. And each bears the oldest, best-known name 
in the field of electric time. 

These four clocks are now ready for shipment. They provide full 
and generous profits for you. The handy coupon at the right will Name_ 
bring you all the details. 


Warren Terecuron Company 
16 Main Street, Ashland, Mass. 


Gentlemen: 1 like the looks of your new 
models. Please tell me more. 


Street 


Reg. U. 8. Pat. Off. by Warren Telechron Co. ELECTRIC CLOCKS 
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tions won Handle competition con- 
structively, never knock it. Let the 
prospect find out for herself. But 


vive her a pattern of what to look for. 


(2) USER TESTIMONY Re 
cent surveys have proved testimony by 
satished users to be the most power 
ful form of proof. Get letters sub 
stantiating each major sales point or 
claim you make. Organize these so 
that vou can readily show them after 
you have described the advantages of 
each point or feature. Do not let any 
mnportant presentation detail remain 
unsupported by such proof. Let your 
satished users make your sales talk 
tor vou 
(3) SAVINGS ESTIMATE. It 
is Important to capitalize all savings 
to be gained from product use in a 
manner that will convince the prospect 
that she is throwing money away 
unless she buys. Use a mimeographed 


Nalesmen A 


form itemizing the types of savings, 
the national average savings on each 
and provide a column where the par 
ticular prospect’s savings can be esti- 
mated after talking her individual 
situation over. Thus you can compare 
the savings expected with the monthly 
payments required and can also cap- 
italize the return on the investment 
over a term of years.’ This is vital 
to closing the sale—you must justify 
the purchase. 

These three indispensable items 
should be left with the prospect, par- 
ticularly when you are talking to the 
housewife alone, because they will 
give her useful exhibits in selling her 
husband 

The success of your presentation de- 
pends not alone upon the completeness 
of your points but upon the manner 
in which you express yourself. When 
vou stand before a window and enjoy 
the beauty of an outside scene, you 
are unconscious of the fact that you 


re Only 20% Effective 


CONTINUED FROM PAGE 5 


are looking through plate glass. Use 
a “plate glass’ method of expression. 
Organize the various points of your 
sales impression so that the prospect 
will be absolutely unconscious of your 
words and totally concentrated upon 
the thought you are conveying. 

I do not believe in a “canned” sales 
talk but I do most emphatically believe 
in “canned” expressions, covering each 
selling point. These should be mem- 
orized and available for use when ever 
the occasion demands. By this means, 
good expression becomes automatic. 
You never have to struggle for words. 
There are no annoying pauses, sudden 
lapses of memory or uncompleted 
thoughts. Your attention can be cen- 
tered on organizing these canned ex- 
pressions in a manner most fitting the 
prospect’s particular condition. By 
this means, your mind is free to move 
ahead to organize other thoughts as 
you speak. Without them, your 
thought often lags behind your voice 


and other accessories. 


2 


items for the dealer! 
Bulletin 2321. 


Send for 


Bulletins and 


blowing. 


Fans! 


BREEZO DEALERS 
MAKE MONEY on this line 


When you sell BREEZO Fans you have several distinct advantages. 
the oldest manufacturers in the Industry—with more than 55 years of fan manufacturing experience. Second, 
you sell a complete line—home ventilating, commercial disk fans, small housed fans, and louvers, guards 
Third, you do not compete with the factory in selling your customers. 


Hundreds of distributors and dealers approve the Buffalo policy—and make money on the BREEZO line! 


Home Ventilating Fans: Two modern, good-looking mod- 
els for built-in installation, 8- and 12-inch sizes, offer you an entree 
into every home in your community. 
every way—easy to install, quiet and fool-proof in service. For 
prospects who rent—you have the Breezo Fan with glass panel, for 
installation in the upper part of kitchen window. The market for 
home ventilating fans is growing tremendously—are you part of it? 


Breezo Ventilating Fans. Made in seven sizes, from 8 
to 36 inches in diameter, all models are designed to handle the 
largest volume of air with minimum noise. All models have 
the strong, light pressed steel ring and supporting arms, heavy 
duty motors which do not require artificial ventilation, need 
lubrication only once in 1500 hours’ operation. Nearly every 
BREEZO fan which is installed sells some additional equipment 
—such as guards, louver, regulator, etc. EXTRA PROFIT 
Complete information on this line in 


Baby Conoidal Fans: Among 


housed fans, Baby Conoidal Fans have skillfully designed multiblade 
wheels in cast iron reversible housings. High efhciency, large capacity 
and very quiet operation have made these fans well known all over 
the world for numerous services, ventilating, exhausting, cooling, 


Complete data in bulletin 475. 


If you have an active electrical business, and want more, you can sell 
Get your share of fan business. 


Buffalo Forge Company 
205 Mortimer St., Buffalo, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 


First, you sell fans backed by one of 


These fans are practical in 


the best known of all small 


Write us. 


PRICES 
TO-DAY 


Buffalo 


fans are easier to sell— 
because “THEY ARE BETTER” 
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with consequent confusion. Canned 
expressions covering effective phrases, 
illustrations and word pictures on each 
selling point upon which your voice 
can slide along with less mental effort 
will give you much greater register, 
greater ease in presentation and more 
confidence that you are getting each 
point over completely and effectively. 
This is the “plate glass” method of 
presentation. 

A good practical method to keep ex- 
pression and thought in time is to prac- 
tice reading aloud fifteen minutes each 
day. You will be surprised what 
valuable training this will provide in a 
short period. Remember that when 
your voice and thoughts are not well 
timed, you are embarrassed by lapses 
in memory, by failure to complete your 
thoughts and by forgetting certain 
points you planned to make. Practice 
reading aloud for awhile to get impres- 
sion and expression into perfect 
rhythm. 

Use as many word pictures; illustra- 
tions and parables as possible because, 
through these you can tell the old 
story in new ways that appeal to the 
human interest of the prospect. Abra- 
ham Lincoln was one of the greatest 
persuaders in American history. He 
was careful never to put a man in a 
position where backing down would 
mean swallowing his pride. He had a 
large stock of stories which fitted any 
situation. Often you will find that an 
apt illustration will do more to break 
down a buyer’s opposition than hours 
of heavy argument. Remember that 
you can easily lose a sale by winning 
an argument. 


“Use of the Voice”? 


Watch the inflection, speed, pro- 
nunciation and enunciation of your 
words. Enrich your expression with 
a sincerity of tone. Modulate your 
voice from low to high as you work 
up to the climax of registering each 
selling point. If your prospect starts 
to argue in a high voice, always drop 
back to a low pitch. An argument is 
impossible with a_ soft-spoken op- 
ponent. Vary the speed with which 
you talk from low to rapid as you 
work up to each climax. Be sure to 
pronounce your words correctly. 
Nothing is so aggravating as continual 
mispronunciation. But if you find 
the pruspect doing so, wilfully follow 
suit rather than damage her ego by 
revealing that she has mispronounced 
a word. Finally, enunciate clearly. A 
monotone at the same pitch through- 
out the interview is particularly aggra- 
vating to women. Do not mumble in 
a way that will cause the prospect 
tostrain. 

Charles M. Schwab has said, “Many 
of us think of salesmen as people 
traveling around with sample kits. 
Instead, we are all salesmen every day 
of our lives. We are selling our 
ideas, our plans, our energy, our 
enthusiasm, to those with whom we 
come in contact.” Nothing is more 
vital to your sales success than that 
of organizing a planned presentation. 
Gather all the facts that will convey a 
100 per cent impression of the merit 
of your product. Organize these into 
effective expressions. Deliver them 
with telling effect to secure maximum 
register and agreement of each point. 

Strive for the best argument and 
the best delivery. Both control the 
prospect’s understanding of your pre- 
sentation. Fail to organize your ideas. 
Fail to select the right words and 
phrases. Fail to deliver them prop- 
erly. Fail to back them up properly 
with interesting word pictures. Then 
you have failed yourself, the prospect 
whom you could have served, the 
dealer who depends on you and the 
company that has given you such a 
great product to sell. 
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Thomas F. Farrell, president, Hatfield Electric Supply Co., Indian- the fans can rest. A series of electrical 


apolis, (center) and W. O. Yagerline, sales manager, happy over connections in the base of the table en- 
another sale of an electric fan. 


weather conditions—although outdoor 

locations may cut the percentage some- 
what—all beer gardens have to have 
fans going, not only in the summer but 
in the fall and winter months to keep 
the spots well ventilated.” 

The Hatfield Electric Supply Co. has 
a specially constructed demonstration 
table to display its line of fans (West- 
inghouse, Peerless, Koldair, Signal, 
Jack Frost, Kwik-Kool). This table 
has a row of small platforms on which 


ables any fan in the display to be 
plugged in and demonstrated under 
operating conditions. The platforms There’s a lot of goofy equipment 


More than half of the electric fan 
business on 12- and 16-inch fans will 
probably be done this summer in sup- 
plying beer parlors, gardens and 
taverns. 

The fan business through the night 
spots should be greater than any Sally 
Rand ever waved. 

Indianapolis is preparing for a heavy 
season on fans. The Hatfield Electric 
Supply Co. has laid its plans to get 
its share of the beer parlor business, in 
addition to its regular home and com- 
mercial sales. 

“There is only one thing that will 
sell electric fans for the home,” Frank 
Argast, vice-president, said, “and that 
is the weather. There is only one 
medium to catch that trade—through 
newspaper advertisements. 

“We are planning a campaign featur- 
ing an inexpensive fan as a teaser to 
bring folks to our store so they can 
see our entire line—our better grade 
merchandise as well as the leader. We 
are going to advertise an eight-inch fan 
for such-and-such a price, but we be- 
lieve that most of our sales will be on 
quality goods. 

“Just as there is only one thing 
which will sell fans to the home, there 
is one tried and tested method of sell- 
ing fans commercially. That is, to 
have an outside man to follow up leads. 
We have a full time man doing little 
else but plugging fans during the sum- 
mer months. 

“Commercial sales do not depena on 
weather conditions so much as home 
sales. Fans are needed in restaurants, 
stores and offices to help ventilation. 
One big argument for sales to beer 
parlors will be that the fans can push 
the stale cigarette smells out. 


Market for 12* and 16* 


“Beer parlors have sprung up like 
mushrooms in Indianapolis in the past 
six or eight months. They are all po- 
tential markets for fans. Few have any 
ventilating systems at all. Most of them 
were established after the summer was 
over last year. They have managed 
to get through the winter without fans 
but I doubt if patrons will go to the 
spots this summer unless adequate pro- 
vision is made to ventilate the rooms. 
Our heaviest sales in the 12- and 16- 
inch fans will prabably be made to beer 
gardens this summer. 

“T would venture to say there have 
been 500 beer parlors opened in Indian- 
apolis in the past year. Very few of 
them are equipped with fans; practic- 
ally none have air-conditioning. We 
estimate that each beer parlor should 
have at least three 16-inch fans. That 
means a potential market in Indian- 
apolis alone this summer of 1,500 fans, 
and the proportion should be as heavy 
in other cities. 

“The beer gardens which did open 
last summer with 3.2 beer never did 
get the play they are getting now. 
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toward the top. them. MHere’s a fan shown at the 


Thomas F. Farrell is president of Leipzig Fair that even the baby can’t 
They have educated the taste to real Hatfield Electric Supply Co.; Mr. Ar- — its — in. It lies flat on the 
beer and have steady instead of tran- — gast, vice-president ; and W. O. Yager- oor, stands on a table, may be used 


as a ventilator and goes right on blow- 


sient customers now. Regardless of line, sales manager. ing breezes all over the place. 


Searcely anyone, these days, doubts the importance of a good time 
payment plan as an aid to volume sales. The customers who pay 
cash are not numerous. Credit is essential. It puts your refrigerator 


within purchasing range of every prospect. 


But, getting the signed order and the down payment is only the be- 


ginning. Careful supervision of collections safeguards your profits. 


Commercial Credit service has a national reputation for reasonable 


charges and fair treatment of both customer and dealer. It assures 
Commercial Credit Service 
Commercial Credit Company 
purchases open accounts receiv- collection—and prompt remittance. 
able, notes, and instalment lien 
obligations from responsible 
Manufacturers, Distributors and 


you of careful investigation to minimize your risk—regular 


This is a service you need. It is available through 141 offices 


Dealers. Financing plans are in the principal cities. Write or ‘phone the Commercial Credit 
ment sale of automobiles, refrig- ompany In your territory, Let a representative call and explain 


erators, oil burners, machinery 
and equipment, air conditioning 
units, heating plants, store and 
office fixtures, boats, and a score ™ ~ 

of other such broad classifica- x > 
tions, including hundreds of in- 0 M M EK A L E I T M A N 
dividual products. The service _&£ 
is national in scope, yet com- COMMERCIAL BANKERS Ma Headquarters BALTIMORE 


it to you without obligation. 


pletely local through 141 offices 
located in the principal cities of 
the United States and Canada. CONSOLIDATED CAPITAL 


AND SURPLUS $39,000 000 


Wherever You Are « Whatever You Make, Sell or Buy ¢ Use Commercial Credit Service 
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The public utility system of 


Standard Gas and Electric 
Company 


The old Ford factory 
Memorial Drive, Cambri¢ 
is now R. H. White (y 
pany’s new retail store { 

electrical appliances, 


includes 


The California Oregon Power Company 
partment spells. 


Duquesne Light Company (Pittsburgh) 
Equitable Gas Company (Pittsburgh) 
Kentucky West Virginia Gas Company 
Louisville Gas and Electric Company 

Market St. Railway Company (San Francisco) 
Mountain States Power Company 

Northern States Power Company 

Oklahoma Gas and Electric Company 
Philadelphia Company 

Pittsburgh Railways Company 


H. WHITE COMPANY, 

San Diego Cons. Gas and Electric Company Boston's Filene-owned de- 
PIONEERS @ partment store, have “done 
e ls Ke Southern Colorado Power Company a Sears, Roebuck” in their latest bid 
for electrical appliance and house-fur- 

Wisconsin Public Service Corporation nishing business. They have estab- 


lished a big retail store in Cambridge, 
just across Cottage Farm Bridge from 


Boston. 
serving 1,665 cities and towns of twenty states... combined popula- 
sands of cars were turne by tl 
tion 6,000,000 . . . total customers 1,600,780 . . . installed generating 
. abandoned when he built his modern 
capacity 1,584,079 kilowatts . . . properties operate under the direc- : 


Somerville plant where straight line 
production was the order of the day. 
The big abandoned plant, with its 
thousands of feet of floor space and its 
strategic position on Memorial Drive 
where cars streamed continually by 
bearing Boston workers home to the 
suburbs, remained ‘empty for three or 
four years. 

R. H. White Company found it a 
natural for an enormous storage ware- 
_ house. Freight cars ran right into the 


tion of Byllesby Engineering and Management Corporation, the 


Company's wholly-owned subsidiary. 


building from nearby B & A tracks. 
A traveling crane, suspended from the 
steel beams of the roof, facilitated 
swinging merchandise to any of the 
five big floors, as it was unloaded from 
the cars. Instead of operating six 
warehouses, scattered in various parts 


THREE 


More than ExcLusive FEATURES 
coincidence The Zenith washer has everything 


your competitors offer and many 


of the city, the opportunity presented 
advantages besides. The three itself of consolidating all warehous- 
features illustrated at the right ing functions in one ideally located 
|. are exclusive sales pullers found 1 building 
I’S more than coinci- only on the Zenith. Every Zenith 


! Made to order, too, was the im 
dence that the NEW “Electri- is unconditionally guaranteed for 


: mense second-floor showroom where 

cal Merchandising” two years. Ask for details. : : war 

é K once a proud line of shiny tin T model 
pal GOOD DEALERS MARGIN— Fords awaited prospective _ buyers. 


LOW SERVICE COSTS— 
ENTHUSIASTIC USERS 


receives more of the elec- S . 

trical manufacturers’ ad- zenith 
vertising appropriations = 

than any other trade pub- ial 

lication. 


The conclusion must be that the ZENITH M AC HINE CO ° 


Measuring 365 feet in length, it is to- 
day one of the most imposing furni 
ture and appliance displays to be found 
anywhere. One end has been made 
into an auditorium for cooking lessons 
and shows, another section has two 
model electric kitchens built and func- 
tioning, another became a refrigera- 
tion department, another a washer 
shop and a great bank down the mid 
dle aisle is devoted to table appliance 


than any other electrical 


trade publication 


Zenith Patent 
Clothes Separator. 


. 7 . : . Makers of Quality Washers for Family Use display. The ground floor, too, is a 
NEW “Electrical Merchandis- Seon tin | furniture and appliance showroom, 
ing” is both an excellent maga- 259 South Ist Ave. E., Duluth, Minn. | broad marble sasrs leading directly to 
zine to read and an excellent NEW YORK CHICAGO | the second floor displays. 

i 1416 Mart In an experiment of this kind sev- 
medium in which to advertise. : LES DEPT.: Room 1130, 201 No. Wells St., . at . 
Chicago, Illinois, U. $. A. 3 bmg Fy — eral questions pop up for considera- 
CABLE ADDRESS: ZENIMACO, Chicago ‘ 


tion. There is practically no store 


traffic. The downtown R. H. White 
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Store 
iances, 


Electrical appliances and home furnish- 
ings have own store for auto traffie— 
Boston department store experiment 


Ample floor 
and all-glass 
make this washer 
department an_ at- 
tractive place’ to 
demonstrate. 


space 
walls 


R. H. White 
goes to suburbs 


in New Appliance Store 


store has a continual flood of people 
streaming through it. But like most 
downtown locations it is terribly con- 
gested. Boston’s streets are not 
famous for their spaciousness and 
Washington Street is no exception to 
the rule. There is no place to park. 
The store traffic, therefore, are prin- 
cipally “walkers”—shoppers who go 
from Filene’s to Jordan Marsh, to 
Hovey & Company and to White's, all 
which range side by side in this nar- 
row street. 

The difference, then, in the Cam- 
bridge store, as K. W. Glaser, assist- 
ant manager pointed out, was that 
those people who wanted to buy a re- 
frigerator or a washer or a dining 
room suite, could get in their cars and 
drive to the uptown store in comfort. 
You will never find a big crowd in the 
place, but those people who are looking 
at merchandise are there chiefly be- 
cause of their interest in buying some 
particular appliance. From the selling 
standpoint, they are a different breed 
of animal to the casual “looker” who 
wanders on foot through the down- 
town stores. As a former manager 
of Sears big “A” stores in various 
localities, Mr. Glaser’s experience puts 
him in an ideal situation to cope with 
the different selling methods required 
in the outlying store to those that hold 
good in the main store. 


A further point, made by Charles 
I. Poore, manager of the Cambridge 
store, was that the automobile trade 
were buying a better class of goods 
than the .more competitive lines carried 
by Sears. Not all Sears trade, of 
course, comes to them in automobiles. 
An important consideration to Sears 
in choosing locations, is to get on a 
car-line or a junction of lines, making 
the store accessible from all points. 

Purchasers of major equipment, 
however, are more than likely to be 
car-owners and drivers and this is es- 
pecially true of Boston. 

Interesting is the variation played 
on the departmentalizing of small ap- 
pliances. Here the shopper is guided 
to Universal Square, to Westinghouse 
Row, to Hamilton Beach, to Ash Can 
Alley, Wearever Walk, Rome Road, 
etc. Walls of plate glass give a bril- 
liant daylight effect and the amount of 
space at the disposal of the company 
makes it possible to present the elec 
trical kitchen idea at its best. 

In the appliance department may be 
found gas ranges ( Detroit Star), elec- 
tric ranges (Westinghouse), Apex, 
Kelvinator and Westinghouse refrig- 
erators, Apex, 1900 and Thor washers 
and ironers, RCA, General Electric 
and Fada radio sets and Bosch, Motor- 
ola, United Motors and Philco auto 


radios. 


Two of the model kitchens set up in the new Cambridge 
store. Congestion in downtown Boston store made such 
a set-up impossible. 
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Sensational ew THERMO 
Ussures Washer PROFITS 


to distributors— 

to specialty shops— 
to aggressive dealers— 
central stations. 


ERE is the outstanding washer on the market 
today ... here’s a new and different washer 
that’s arousing widespread interest and enthusiasm. 
New in design, new in construction, beautiful beyond 


words 


. its sales are skyrocketing overnight. 


It’s 


abselutely the sensation of the year! 


New “Thermo” Sales Plan 
Insures Real Washer Profits ! 


“Thermo” washer 
makes necessary the revision of ordi- 


The new Boss 


nary standards of judging washer 
values. As new as tomorrow, it repre- 
sents the finest development of today 

. and is a master achievement of 
Boss’ 46 years of pioneering in the 
washer field. Day after day, week 


after week, enthusiastic reports come 
in saying that the unusual Boss 
“Thermo” Sales Plan is “clicking”. 
It stimulates sales and assures you of 
a highly satisfactory profit on every 
Boss “Thermo” that is sold. Dealers 
say: “It’s the plan we've been look- 
ing for!” 


Dynamic “Thermo” Features Boost Sales! 


Boss makes a complete line of 
washers . . . one for every 
purse ... from $49.50 up. 


The “Thermo” conception, alone, 
is a tremendous sales advantage. 
But, when you add to it the fa- 
mous Boss Safety-Bar Wringer, 
the Boss Flushor, the newly de- 
signed and exclusive tub finish 
(whose gleaming beauty is set off 
by chromium plating and an in- 
laid aluminum monogram) .. . 
you can see just a few of the 
reasons why women enthuse over 
it the minute they see it. You can 
understand, then, why the Boss 
“Thermo” Sales Plan is so ap- 
pealing to merchants and mer- 
chandising managers. 

The illustration can only suggest 
the startling beauty, modernity, ap- 
peal and convenience of this “most 
salable” of washers. Before you make 
any washer commitments, get details 
of the sensational new merchandising 
plan that stimulates sales and prac- 
tically guarantees a very satisfactory 
profit on the sale of every 


“Thermo” washer. Write or wire 
for details. 


Boss 


THE BOSS WASHING MACHINE CO. 


CINCINNATI, OHIO 


Manufacturers of Boss Quality Washers Since 1889 
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No More Midnight Oil 


L.E.S. Sponsors Study Lamp 
to Combat Student's 
Eye-Strain 


“Hev! Who the hell swiped my 
lamp? I can't leave the room a min 
ute without some of you buzzards 
yrabbing light!" 

Everybody who has spent any time 
in dormitories, fraternity houses, 
studies and reading rooms of schools 
and colleges, knows the battle that 
rages over the inadequate ‘illumination 
provided And when there are lamps, 
they are the old-fashioned tubular 
benders” which arched its weary 
back directly over the book or paper 
and left the “rest of the desk and room 
in comparative darkness. The light, 
too, that these lamps cast, throws a 
vlare that puts a hard strain on the 
evesight. 

The Illuminating Engineering So 
cietv found some of these things out 
when they made a survey of the light 
ing in study rooms, dormitories and 
fraternity houses of the country 
Lighting conditions were so far be 
low the standard of good practice, the 
1. E. S. blames them for 40 per cent 
of the defective eyesight existing 
among students of the nation 

They have set out to remedy the 
situation by sponsoring a special study 
lamp 

Modelled after an ordinary table 
lamp, this new design has an inverted 
bowl of translucent glass, open at the 
top, and produces a combination of 
direct and indirect illumination. Stand 
ard 100-watt Mazda lamp is specified 

[he underneath surface of the 
shade is sprayed with a white enamel 
which has a high factor of reflection 
that contributes to high efficiency of 
light production. Intensity of illumi 
nation produced on the study desk in 
the immediate vicinity of the lamp 
averages 30 foot-candles. 

The open-top bowl in the LE.S 
Study and Reading Lamp sends con 
siderable light to the ceiling and pro 
duces a good level of indirect illumi 
nation which lifts the familiar veil of 
darkness around a study desk and 
throughout the room. Removing the 
sharp contrast between the bright spot 
of illumination on the desk top and 


dark shadows in the remainder of the 


room is expected to be an important 
lactor combating eyestrain stu 
dents’ eyes will be spared the con 


tinual readjustment which tires the 


muscles and encourages strait 


With a height of 28 inches, the 
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L.E.S. Study and Reading Lamp is 
considerably taller than most designs, 
which usually are so squat as to be of 
little value except perhaps as a 
decorative feature. It is this height 
however, which is an important factor 
in the good distribution of direct light 
on the desk top. 

Anxious to remove, once and for 
all, the evil of improper lighting in 
study quarters, the Illuminating En- 
gineering Society offers to certify all 
study lamps which conform to speci- 
fications. 

To obtain this seal of approval any 
manufacturer may have his particular 
study lamp tested and inspected by a 
recognized lighting laboratory which 
has been attthertzed by the Society. A 
moderate fee will be charged by the 
laboratory for this service. I.E.S. 
Certification of these lamps will be sig- 


Better Light 


nified by special tag. 


Better Sight 
Goes On 


At a meeting of the Edison Electric 
Institute’s committee on lighting pro- 
gram held in New York May 23rd, 
final details of next season’s activities 
were completed. The Better Light- 
Better Sight movement, so stecessful 
last year, has expanded in scope to in- 
clude the participation of the optical 
groups, the paint and wall paper man- 
ufacturers, and organizations devotea 
to eyesight conservation. Some of 
these groups have already endorsed the 
movement and have agreed to partici- 
pate, others are being contacted with 
ythe expectation that not less than 2+ 
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power You 
CHASE LIGHTING” 


say the leading Fixture Dealers, 


NOTE: Chase has received hundreds of letters of congratulation 


from the Lighting Fixture industry. Here are a few of the comments; 


Win your resources you 
can be the leader that is needed 
in the lighting fixture business. 
You have the right viewpoint. 
It will be our pleasure to co- 


operate with you.” 


That was a splendid mes- 
sage. An orchid to you for your 
courage. Our business will go 
to those manufacturers who 
adopt a policy of protection. 


More power to you.” 


Gad to find some inter- 
esting views on the fixture 
line. Keep your promises, you 
will find things different in a 


few months.” 


W. agree with your ideas 
and the plan which you suggest. 
The lighting fixture business 
has been sick for some years 
past. Wishing you luck in your 


plan, we are... , 


The writer read your dis- 
cussion of the troubles of the 
lighting fixture business and 
you have covered every phase. 
Some manufacturer must start 


agitation for improvement.” 


| am heartily in accord 
with the policies outlined in 
the announcement, and wish 


you the best of success.”” 


, = story looks good. 
After thirty-six years in the 
electrical business we will be 
glad to see a real fixture man- 


ufacturer with a real policy.” 


l have read with much in- 
terest your letter and enclo- 
sure. | agree with you that there 
is opportunity for improve- 
ment in the fixture business. 
Would be pleased to hear more 


of your contemplated plans.” 


. 

The Chase Co. has cer- 
tainly hit the gong. If you can 
solve these problems for the 
dealers you sure will deserve 


a lot of credit.” 
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trade, professional and other organiza- 
tions interested in the broad subject 
of better sight will be enlisted in the 
campaign. 

Chairman Merrill Skinner of Nia- 
gara and Hudson Power Corporation 
will make a detailed presentation of 
the program at the Edison Electric In- 
stitute convention, Hotel Traymore, 
Atlantic City, on June 6th. 

It is proposed to set up a national 
Better Light-Better Sight bureau com- 
posed of representatives from each co- 
operating industry or group, an exec- 
utive committee to supervise actual 
operations and a manager and _ staff 
located at Edison Institute headquar- 
ters to carry forward detail work. 
Glenn R. Trumbull has been appointed 
manager in charge. 

An elaborate program of national 
and local advertising and education 
will be proposed at the Edison Insti- 


tute convention. The campaign plat- 


form indicates its scope: “Eyes, plus 
correction where needed, plus adequate 
light, plus proper reflecting surfaces 
on walls and ceilings equals better 
sight.” Upon this broad platform it is 
hoped to inaugurate a movement which 


will result ultimately in raising light- 
ing intensities to several times present 
standards with consequent increases in 
the sales of lighting merchandise and 
electrical energy. 

Commenting upon the results of 
last year’s E.E.I. lighting activity, Mr. 


Trumbull said, “Something over 60 


per cent of all communities in America 
of 10,000 population or over under- 
took some sort of lighting sales cam- 
paign last year, resulting in very sub- 
stantial sales of equipment. We 
believe that broadening the scope of the 


Padre of Light 


Clark Baker, whose activities on the 
Pacific Coast in behalf of a_ better 
understanding of the principles of good 
lighting have earned him the title of 
“Padre of Light,” recently was prin- 
cipal speaker at a Festival of Light 
presented by Kahn’s Department Store 
of Oakland, Calif. Mr. Clark has a 
small stage by means of which he 
demonstrates with models the effects 
of various methods of illumination. 
Miss Mary E. Webber, lighting spe- 


movement will mean another great in- 


crease in lighting sales.” 


pany, was also a speaker. 


cialist for the General Electric Com- 


W. are very much pleased 
to note that Chase believes that 
the lighting fixture trade needs, 
and will weleome, a policy of 
distribution that is a policy of 


protection.” 


“We read your article on 
the future of the lighting fix- 
ture business. We agree with 
this article and are willing to 


do our part in cooperating.” 


"After reading your view- 
points on the lighting fixture 
industry I firmly believe you 
have come to the front on a 
mumber of very constructive 
ideas for the fixture industry. 
Wishing you success in your 
efforts.” 


"Coane has struck the key- 
note! ‘Educational National 
Advertising.” Congratulations 
and best wishes.” 


” Any man who has been in 
the lighting fixture business 
for any length of time certainly 
must agree with you in every- 
thing you say and if you back 
up the policy as outlined in 
your advertisements, you 
should receive the loyalty of all 


fixture salesmen.” 


The creed as outlined in 
your advertisement leads me to 
believe that you are on the 
right track. We are willing to 
follow along the trail you pro- 
pose to blaze.” 


“We can heartily endorse 
your ambitious program and 
await further developments 


with interest.” 


“T regard your analysis as 


accurate. You are certainly en- - 


tering this field on a firm basis 


with a worthwhile objective.” 


Manufacturing Plants 


Waterbury, Conn. 


“T understand that you in- 
tend to make arrangements 
whereby the dealer will get fair 
prices and full profits for the 
benefit and protection of the 
trade, the public, the manufac- 
turer. If you follow through 
we certainly agree with you.” 


“You are taking a step that 
should be appreciated by the 
industry. I am not referring 
to the design or quality of the 
merchandise, as 1 am confi- 
dent Chase will use in these 
fixtures the same quality used 
in their other products, which 
should be sufficient for any- 


one.”” 


“We have carefully gone 
over the outlines of what you 
believe, and we know that you 
are right. We appreciate your 
letter and what you believe. 
Keep on believing. If we 
could get others to believing 
and knowing the facts as you 
have put them, the fixture busi- 


ness would come back.”’ 


INCORPORATED 


ELECTRICAL MERCHANDISING—JUNE, 1934 


SS x COPPER CO. 


New York Showrooms 


Chase Tower—10 East 40th St. 


Chase Brass 

Opens Fixture 

Showroom 

The new line of electric lighting fix- 
tures produced by the Chase Brass & 
Copper Company was shown to a 
throng of several hundred architects 
and decorators at a private view in 
Chase Tower, N. Y., on May 15. 
From four o’clock till seven o'clock, 
interested people crowded the five 
floors of the company’s new quarters. 

Chief interest of the day lay in the 
new fixtures. These occupy the entire 
48th floor, which was designed by Lu- 
rella Guild in 18 rooms, each room be- 
ing decorated and furnished in its own 
period. The fixtures, Early English, 
Early American, Georgian, Empire, 
Federal, Classic Modern, and Ameri- 
can Adaptations, are shown in the 
proper period environment just as they 
would be in a home. A series of 
“firsts” are claimed by the manufac- 
turer in announcing these fixtures: 
Among the first of pure design, authen- 
tically styled ; the first 100% independ- 
entiy designed, duplicating or imitating 
nothing now on the market; the first 
line to be designed by a nationally 
famous designer; the first to be com- 
pletely made by one manufacturer, not 
assembled ; the first to be 100% Ameri- 
can-made in all materials and work- 
manship; the first to be made entirely 
of fine basic materials — brass and 
bronze; the first to equal the quality 
of custom made fixtures yet to cost 
from one third to one half less; the 
first line to be endorsed by architects 
and decorators. 

Use of color in the fixtures is an 
important development. Many of the 
original fixtures of these periods used 
color, and Chase has revived this prac- 
tice. All the fixtures are within the 
means of everyone who uses electric 
light. 

To make marketing easier Chase 
will introduce installment selling into 
the fixture field. It wili be possible 
for a householder to make a small 
down payment and complete his pur- 
chase over the course of months.  Fi- 
nancing is to be through Commercial 
Investment Trust. 

Chase is now engaged in setting up 
dealers throughout the country, having 
to date I’ned up 125 franchised repre- 
sentatives. They expect to have 500 
by the end of the year. Shipments 
will be made direct from Waterbury. 
Chase announces as its policy in select- 
ing dealers the intention to pick the 
best one in each city and give him the 
fuliest possible support in every way. 

v 
Home Renovizing 


Sponsored By 
Portland Bank 


The first National Bank of Portland, 
Oregon has for some time been spon- 
soring Home Renovizing Contests 
which offer $10 monthly prizes and 
$90 in yearly grand prizes to Portland 
citizens who have “renovized” their 
homes. Many of the impovements sub- 
mitted are of an electrical nature. As 
an example of what can be done, the 
Portland Chapter of The American 
Institute of Architects has completely 
remodelled an old home on the corner 
of Sixth and Morrison Sts., which was 
opened to the pubiic for inspection on 
April 28th. This is complete with 
modern lighting and up-to-date con- 
veniences in laundry and _ kitchen. 
Some of the local stores are making 
use of this exhibit as a tie-in with their 
advertising of electrical equipment. 
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J. E. KEWLEY has been 
clected vice president of 
the General Electric Com- 
pany in charge of the in- 
candescent’ lamp depart- 


ment, 
Conlon 
S. |. Mar for the past six vea 
Landes it & Clark—the past 
ale manager ot the \\ ishing 
div ! has been appointed 


rs with 
two as 
hine 
general 


MILTON C. MILLER has 
been elected presi- 
dent of the Emerson 
Electric Mfg. Company, 
St. Louis. He will have 
charge of sales. 


sales manager of the Conlon Corporation, 
Chicago, announced by Walter J. Con 
lon, president 

New sales promotion manager is D. A. 
Coleman, former vice-president and sales 
manager of Charles Dawes & Co. 


JOSEPH NEWMAN is the 
new president of the Em- 
erson Electric Mfg. Com- 
pany. He also takes over 
the office of Treasurer. 


Kelvinator 


M. C. Terry, former manager of the 
air conditioning department of Kelvinator 
Corporation, Detroit, Mich., has been ap- 
pointed head of the company’s Commer- 
cial Applications department. 


Your Farm Trade Needs 


POWER WASHERS 


OUR of every five farms have no electricity — that’s 
the national average. They need power washers — 
gas engine driven, not electric. 


Sure, push electric washers for your “electrified” trade 
— but be sure to push power washers for your farm 
trade. Don’t neglect a mass market. 


“WIRELESS POWER” 


is the slogan that’s building power washer business for you. 
Hook up to it — show your trade that you carry washers 
driven by “Wireless Power’ — feature power washers in your 
window and floor displays. 


Many dealers are showing a 45-60% increase in power washer 


business over last year. Our “Wireless Power” 
advertising is proving the farmers’ interest in 
power washers — we are getting more than 250 
inquiries per week. All are relayed to dealers. 
Send for a free copy of the booklet we are send- 
ing to all who answer our farm paper ads. It 
includes a list of all washers driven by Briggs & 
Stratton “Wireless Power.” It will help you sell 
more power washers. Use the coupon. 


BRIGGS cSTRATTON 


Gasoline 


RP et 
RAT wire! 
yelp 
co m 
iret chat 
Sen? 3005 
\ Namen 
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“WIRELESS 


POWER ads 


run in these 
National 


W. J. DONALD, former 
director of the American 
Management Association, 
is the new managing 
director of NEMA, 


Toridheet 


O. C. Parker, former wholesale repre- 
sentative of the Timken Silent Automatic 
Co., has been appointed district sales 
manager of the Cleveland Steel Products 
Co., Toridheet Division. 


General Electric 


J. E. Kewley of Cleveland was elected 
a vice-president of the General Electric 
Company, in general charge of the in- 
candescent lamp department, at a meet- 
ing of the board of directors, May 25. 
He succeeds T. W. Frech, who asked to 
be relieved of his responsibilities. Mr. 
Frech, who joined the General Electric 
Company in 1901, will remain in an ad- 
visory capacity. Mr. Kewley, who joined 
the General Electric Company in 1910, 
became general sales manager of the 
National Lamp Works in 1925 and in 
1930 was made acting manager of the 
incandescent lamp department of General 
Electric, which comprised both National 
and Edison divisions. He became man- 
ager in 1931. 


W. O. Batchelder of Chicago was 
elected a commercial vice-president of the 
company, in charge of the commercial 
activities of the Chicago district. He has 
been in Chicago since 1917 and has been 
successively district manager of ap- 
paratus sales, district sales manager, 
assistant district manager and _ finally 
manager of the central district in 1929. 

E. O. Shreve of Schenectady was 
elected a vice-president in association 
with vice-president J. G. Barry, in the 
commercial activities of the apparatus and 
supply business of the company. 


A. W. Bartling has been appointed 
assistant manager of sales, fractional 
horsepower motor section of the motor 
division of the General Electric Com- 
pany, with headquarters in Fort Wayne, 
Ind. W. H. Henry, manager of sales of 
the fractional horsepower motor section, 
is now located at the general office in 
Schenectady. He will assist F. C. Pitt- 
man in administrative work. 


Lineoln Electrie 


Seth H. Taylor, Jr., has been appointed 
Pacific Coast manager for the Lincoln 
Electric Company, Cleveland, O. He 
has been in charge of the Los Angeles 
office of the company for the past four 
years. His new headquarters will be in 
San Francisco. 


P. A. Geier 


Arthur H. Zirke, for twenty years with 
the P. A. Geier Co., manufacturers of 
Royal Cleaners, has been elected vice- 
president of the company, in charge of 
sales and advertising. Mr. Zirke has 
been a director of the company for a 
number of years. 


Horton 


Henry J. Bowerfind was elected presi- 
dent of the Horton Manufacturing Com- 
pany, Fort Wayne, Ind., at a recent meet- 
ing of the board of directors. Mr. Bower- 
find, who has been active in the affairs 
of the Horton Company for a number of 
years and vice-president since 1932, suc- 
ceeds the late Henry C. Paul. 

At the same meeting Arthur H. Peters 
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ELOISE DAVISON, with 
a long career as a home 
economics teacher, goes to 
the Electric Home & Farm 
Authority, to head up 
home economics work. 


was named vice-president, treasurer and 
general manager. He has been with the 
company for 30 years. W. T. White, di- 
rector, was re-named general sales 
manager. 


1900 Corporation 


At the annual meeting, held recently, 
R. D. Quinn was elected vice-president 
in charge of sales of the 1900 Corpora- 
tion, Binghamton, N. Y.; G. B. Keil was 
elected vice-president in charge of pro- 
duction and R. G. Sullivan vice-president 
and comptroller. 


Westinghouse 


R. B. Mildon has been elected a vice- 
president of the Westinghouse Electric & 
Mfg. Co., according to a recent an- 
nouncement. He will be in charge of 
the operations of marketing, engineering, 
manufacturing and service, having to do 
with the products of the South Philadel- 
phia Works. 


Nema 


Succeeding A. W. Berresford as man- 
aging director of the National Electrical 


Manufacturers Association, is W. J. 
Donald, former director of the American 
Management Association from 1921 to 


1932. He has had long experience in 
trade association work, is the author of a 
number of books on trade association 
administration and editor-in-chief of the 
“Handbook of Business Administration.” 


Servel 


E. A. Terhune, former president of the 
Engineering Appliance Company, Bos- 
ton, Mass., has become affiliated with 
Servel Sales, Inc., as their district repre- 
sentative in the New England area. 


Emerson 


The Emerson Electric Mfg. Co., St. 
Louis, has for nearly 45 years been an 
important factor in the manufacture of 
electric motors and fans. Recently some 
important changes in the executive 
personnel have taken place. 

With the accession of Mr. Joseph New- 
man to the Presidency of The Emerson 
Electric Mfg. Co. last fall, Mr. H. I. Finch, 
former President, became chairman of 
the Board. The recent resignation of Mr. 
H. S. Gilliam, Treasurer, and Mr. E. L. 
Barkhouse, long Vice President in charge 
of sales, results in further shifting of 
responsibilities and functions. Effective 
immediately, Mr. Joseph Newman 
assumes the office of Treasurer as well as 
President. 

Succeeding Mr. Barkhouse, Mr. Milton 
C. Miller becomes Vice President, with 
the entire Sales Department as his im- 
mediate domain, but with other executive 
duties included in the scope of his activi- 
ties. Mr. Miller joined The Emerson 
Electric Mfg. Co. in January of this year, 
having been for six years previously con- 
nected with the Lyon Metal Products 
Company, Aurora, Illinois, in sales 
executive capacity. 

Mr. Herbert L. Parker, Jr. continues as 
Secretary under the new regime and will 
also continue to be executive of the Heat- 
ing & Ventilating Division. The new 
Manager of Motor Sales is Mr. L. F. 
Blough, who, like Mr. Miller, came to the 
company from Lyon Metal Products Co., 
where he had been for several years Man- 
ager of the Agency Division. His assist- 
ant, also in direct charge of motor sales in 
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A. H. PETERS was recent- 
ly named vice-president, 
treasurer general 
manager of the Horton 
Manufacturing Company, 
Ft. Wayne, Ind. 


the home office area, is Mr. Ray E. Otto, 
long with the Emerson organization. 


Frank A. Gooding, one of the most 


widely known and best liked personalities 
in the fan industry, continues as Manager 


HENRY J. BOWERFIND 
was elected president of 
the Herion Manufac- 
ing Company,  washer- 
ironer manufacturers. He 


succeeds Henry C. Paul. 


of Fan Sales. O. C. Schmitt, 
Emerson veteran in every sales depart- 
ment, and for the past four years Ad- 
vertising Manager, has been promoted to 
the post of Sales Promotion Manager, the 


also an 


W. T. WHITE, a director 
of the Horton Mfg. Com- 
pany, Ft. Wayne, was re- 
named sales manager at’ 
a recent meeting of the 
board of directors. 


Advertising Department now being but 
one of his responsibilities. 

T. J. Egan and O. D. Metz remain in 
charge of the Chicago and New York 
offices respectively. 


Tar 


WHEN PROSPECTS caut on SALESMEN 
—THAT’S NEWS 


BUT It’s Happening in Stores Everywhere, 
Under the Leonard Selling Plan 


REFRIGERATOR 


offers these, and a score of 
other, great sales advantages 


Len-A-DOr—Leonard’s famous self 
opening, step saving door. 

CABINETS of beautiful design, superior 
finish and quality construction. 

PLANNED INTERIOR, with unusual shelf 
area and storage capacity. 

New Service TRAY, sliding and adjust- 
able shelves. 

IMPROVED Dairy BASKET with bottle con- 
tainer; vegetable crisper; electric light. 

12 FReezING SPEEDS, extra fast freezing 
tray, cold chest, “vacation tempera- 
ture,” ice tray lifter. 

ALL-PORCELAIN INTERIOR, all-porcelain 
cooling unit, refrigeration mechanism 


THE COMPLETE 


backed by 20 years’ experience. 


HERE are many plans to help dealers 

locate refrigerator prospects, but here 
is one that reverses the process— brings 
prospects, in large numbers, to the 
salesman in the store. 


Leonard’s program is the biggest sales 
promotion news of the year in the refriger- 
ation industry. Big—because it is operat- 
ing with tremendous success in hundreds 
of territories the country over. Big— 
because it is attracting interested pros- 
pects—who come to hear the Leonard 
story, and remain to buy. Big — because 
it saves so much of the time ordinarily 


THE COMPLETE 


spent in hunting out possible buyers. 


Coupled with a refrigerator line of outstand- 
ing beauty and quality—with a combination 
of convenience features unmatched in the 
industry~this program is breaking 
all Leonard records for retail sales. 


Let us give you the details, and tell you 
more about the new Leonard Electrics —11 
models (5 all-porcelain)—a complete line 
of merchandise that covers 98!) per 
cent of home refrigeration needs. Write 
or wire now... LEONARD REFRIGERA- 
TOR COMPANY, 14257 Plymouth 

Road, Detroit, Michigan. w 


LEONARD 


REFRIGERATOR 


of the M onth | 
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NEW PRODUCTS 
NEW 


range. Solid fibre cases 
absorbers—-spare bulb carrier 


switch with self-wiping contacts 


full chrome fittings 


folding hanger 


Bond again opens the gates to new profits with new 
high-quality products priced to give the dealer a break. 


Bond's 400-hour 3-volt Battery — “Stedyvolt 
Powrpak” is the complete answer to the demand for 
economical, reliable, accurate power supply for the 


newest 2-volt radio sets. 


Bond laboratories have perfected a special, highly 
efficient mix for this service. 


COLORTEX 


Colortex Flashlights add color and texture to highest quality. Seven styles—a wide price 


candlelight conversion. Striking display panel shows the 


line and sells it. The profit is as alluring as the merchandise. 


EXCLUSIVE BOND 
TWIN DISPLAY 


octagon rings—vernier focusing—shock 


jewel type, three way, double-spring safety 


Each cell is hermetically sealed and grouped into 
“close pack.” All internal battery connections are 
perfect, permanent tested contacts. The entire 
grouping of cells is tightly sealed with a special flex- 
o-mastic binder material which eliminates broken 
connections. 


Bond Stedyvolt “A” Powrpak is built into a heavy, 
impregnated, durable, moisture resisting case. 


The powerful Bond Stedyvolt “A” Powrpak 
is easily installed. Contains no caustic, alka- 
line, destructive, poisonous, messy electrolyte 
and requires no liquid to be added or period- 
ical attention given whatsoever. It is not 
permanently injured by excessive current 
drains nor by freezing and will deliver in 
the coldest climates. 


The variable tapped resistance unit, which is 
used with the Bond Stedyvolt “A” Powrpak 
affords accurate voltage control and makes 
possible in its simplicity all of the inherent 
advantages of the LeClanche type cells. 


With Bond Stedyvolt “A” Powrpak you open 
and own a new line of active, profitable busi- 
ness. Stock up! 


MONO-CELL BATTERIES 257 Cornelison Avenue, Jersey City, N. J. © WAREHOUSES IN PRINCIPAL CITIES 


Vacation nights sell flashlight batteries. Ready ? Stock Bond 


BOND ELECTRIC CORPORATION, 257 Cornelison Avenue, Jersey City, N. J. 


Mono-cell Flashlight Batteries and you'll sell them. They can- 
not short circuit, have greatest shelf and service life. Now in 
[wo displays more than double sales power. Use coupon now. 


Company Name 


| 
18-cell twin display cartons two per standard 36-cell package. | 
| Your Name 


Addrese 


Send details Stedyvolt Powrpak, flashlights, display material and Mono-cell Batteries. 
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UNDISPLAYED RATE—Per word. 
Positions Wanted (salaried employment only) 
10 cents a word, minimum charge $2.00 an 
payable in advance (See on bor 
numbe 
pace ag Vacant and all other classifications 
(including Agent Salesmen, Distributors, 
Representatives edvertis ing 15 cents a word 
charge $3.00 an ‘insertion (See 
umbers.) 
poten unt of 10° if full payment is made in 
advance for 4 consecutive insertions of undis 
played advertisements 


SEARCHLIGHT 
SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS MERCHANDISE 


DISPLAYED RATE—Per inch 
1 inch $7.50 
2 or 3 inches 7.25 per inch 
4 to 7 inches 7.00 per inch 


Rates for larger spaces 
tising inch is 
column 
a page 


on request. An adver 
measured vertically on one 
There are 4 columns—60 inches to 


Bor Numbers——Care of Electrical Merchandis 
ing’s New York, Chicago or Francisco 
offices count as 10 words additional in undis 
played ads Replies forwarded without charge 


REPRESENTATIVES WANTED _ 
Chicago and Middle West 
Branch and district managers. Must be capable 
of taking full charge of outside selling or- 


ganization Satisfactory arrangements mate 
Unusual opportunity Write H. U. Mann, 180 
North Michigan Avenue, Chicago, Illinois 


SALESMAN AVAILABLE 


SALESMAN desires to represent 

in New York City and vicinity Experience | 

} in all lines of electric appliances SA-526 

Electrical Merchandising, 330 West 42d "St 
| New York City 


manufacturer 


FACTORY REPRESENTATIVE 
or SALESMEN WANTED 


To handle manufacturers’ line of electric 
Xmas tree lighting outfits and wreaths, on 
commission basis Write fully, giving ex- 
perience Or ge lines now being handled 
ete SW-528, Electrical Merchandising, 
330 West 424 St.. New York. 


TRAINED MEN AVAILABLE 


When in need of practical, trained shop mechanics, 
installation or service men, patronize this FREE 
Placement Bureau We have competent, trained 
graduates available in every locality, to meet your 
requirements. With or without experience. No charge 
to the men or to you. Write, phone or wire. 
UTILITIES ENGINEERING INSTITUTE 
acement Jivision 
Wells at Kinzie Street, Chicago 


DISTRIBUTORS WANTED 


for 
PROTOS ELECTRIC VACUUM CLEANER 
Enclosed filter type. High vacuum. four models. 
Many outstanding selling points 
Write for proposition 
MORRILL & MORRILL 
Sole U. 8. A. Distributors 
39 Church St., New York, NY 


WANTED 
Electrical Appliance Store 
and Repair Shop 


in town of 15 
preferred 
BO-527, 

No 


000 to 30.000 Middle west 
State Price and terms 
Electrical Merchandising 
Michigan Ave., Chicago, Il 


PACIFIC COAST 
REPRESENTATION 
AVAILABLE 


By a San Francisco firm of manufac- 
turers agents, exporters and importers 
established in 1850, having on their 
staff experienced salesmen in all kinds 
of household electrical appliances. 
Our salesmen are well acquainted with 
the trade especially in the San Fran- 
ciseo Bay area. Correspondence also 
solicited with manufacturers whose 
present representation is not efficient 
Address: 


RW-525,. Electrical Merchandising 
883 Mission Street, San Francisco, Calif 


PART 


UNDISPLAYED RATE: 
$4.00. (First line 
count as a line 


DISPLAYED RATE: 
(An advertising 
There are 4 columns 


ACCESSORIES 


$1.00 per line per insertion 
in small black face 
Discount of 10% 
vance for 4 consecutive insertions of undisplayed ads. 
$12.00 per inch per insertion. 

inch is measured 
60 inches to a page.) 


SERVICES 
AND 


Minimum charge 
A type.) Fractions of a line 
if full payment is made in ad- 


vertically on one column. 


BAGS 


Vacuum Cleaner Dust Bags 
We manufacture the best Dust Proof Bag for the 
lowest price in quantities. Universal Sales Syndi- 
cate, Ine 118 North Warren St.. Trenton, N. J 


NEW ADS 

New advertisements 

trical Merchandising, should be 
‘ew York office by June 27 to insure publication 


WILLMAN ELECTRIC 
SUPERIOR—QUALITY—WORKMANSHIP 
Armatures a Specialty 
Vac. Arm., $1.45 10% Discount on order 
Hoover, $155 of 6 or more. 

Dril) and Motor Prices on Request. 
Also Vac. Repair Parts. 


A Trial Order Will Satisfy 
2554 Sturtevant, t, 


for the July issue of Elec- 
received at the 


CYLINDERS 


WRINGER ROLLS 
12” rubber 6” and 3” shaft 
diameter 80c Each 

1.” diameter 
2” diameter 
Slightly higher when ma 


CHICAGO REPAIR & SALES STORE 
5225 So. Kedzie Ave., CHICAGO, ILL. 


ARMATURE REWINDING 
All Vac. 125 each Lots 6 1.15. Lots 12 1.10, 


Special oe price on Washer, Refrigerators 
ills 


pute rebristled, each 25c. 
Parts for all Vacuum Cleaners. 


RELIABLE SUPPLY CO. 
Detroi 


REPUBLIC 
WRINGER ROLLS 


Manufactured, Shipped and 
Guaranteed 
By 
The Republic Rubber Co., 


Youngstown, Ohio 


A few jobbing territories open 
IMPERIAL RUBBER CO. 
Exelusive Selling Agents 


Box 586 AKRON, OHIO 


BELTS 


G BEARINGS 


B. F. GOODRICH 
NAME WILL APPEAR ON ALL WRINGER ROLLS 


SOLD BY 


SERVALL CO., 4409 SEYBURN AVE., DETROIT, MICH. 


Send for 64-Page Catalog f 
illustrating 600 Washing Machine Parts ° 


WRITE OR WIRE US—NOW! 
SCULLY-JONES & CO.. 1905 S. Rockwell St., CHICAGO, ILL. 
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Hot 
Canvass 


CONTINUED FROM PAGE 138 


frigerators and untold millions of 
homes are already listening in on the 
radio. True, all these things are still 
being sold in large quantities and 
added to them there was the electric 
range, the ironing machine, the mixer, 
the hot water heater, air conditioners 
and a dozen other imposing devices 
that are industries in themselves. The 
point was that the electrical business 
had become stabilized around an idea 
the all-electric kitchen. 

Very well, then, said Pop. Let's 
dispose of cold canvassing as a way of 
getting new business; let’s not sink 
all the money in advertising, either, 
where it will appear along with a jum- 
ble of competitive claims of other mer- 
chants. Let us, instead, concentrate 
on bringing people into the store and 
selling them on the idea of the electric 
kitchen, the electric laundry, electric 
cooking and water heating and all the 
other services we have to sell them. 


Let's show them, by example, new 
ways of doing things—ways they 
never dreamed existed before. Let's 


show these women, all very subtly, of 
course, just what a kitchen breakfast 
nook can look like; what a_ kitchen 
with modern conveniences saves her, 
and how attractive and economical a 
laundry can be in comparison with 
corrugated tin wash tubs or expensive 
laundry bills. Let's find some means 
to bring those women here, not for the 
purpose of selling them, but for the 
purpose of selling themselves. There 
you have it! There you have the 
whole kernel of Pop’s selling philos- 
ophy. Don't go at this selling business 
hammer and tongs. Make the woman 
want something so badly she will go 
out of her way to find some method 
of obtaining it. 

Well, the means to bring the women 
in and sell themselves didn’t exist. 
Pop went down into the basement. 
Sure enough, big as a pasture, half of 
it devoted to kitchen cabinets, washers 
and what-not and the other half a sort 
of store room, a junk-shop full of odds 
and ends that could be picked up for 
a dollar or two by bargain-hunting 
women. Costs were figured out: To 
take one-half of this iunk-shop, clear 
it out, paint it and install a modern 
electric kitchen, a breakfast nook and 
an electric laundry would cost about 
$2,000. The remainder of the space 
would be for an auditorium, a club 
room, a bridge hall, a movie theatre— 
anything they wanted to make it at 
the time. It would seat 250 women or 
30 tables of bridge. Mr. S. Feinberg 
whose imagination leaped along with 
Pop's, said “Okay.” 

Today it is a reality. Compare the 
pictures of the junk-shop and the pic- 
tures of the kitchen and laundry that 
have replaced it. Incidentally, look at 
the pictures of one of the women’s 
organizations plaving bridge. 

Pop has a list as long as your arm 
of all the women’s clubs, fire auxil- 
iaries, camp-fire girls, political clubs. 
GAR’s, DAR’s, Mothers’ clubs, Civic 
clubs and what have you. To them go 
cheery little notes suggesting the use 
of the auditorium for bridge, invita- 
tions to come to a movie and bring 
the children, suggestions that a cook- 
ing class for younger married couples 


wouldn't hurt their chances of con- 
nubial bliss and a dozen other such 
methods of bringing people in. 

Store traffic? Hell! savs Pop. You 


don’t need cut prices and lurid adver- 
tising and million-dollar locations to 
get people to flock to your shop. No. 
Nor do you have to have the prestige 
of the big department store. Give the 
women something they want and like 
and they flock around like mosquitoes 
in a nudist colony. 


AGAINST THE TIDE 


Older Coffee Making Devices are 


Rapidly Being Replaced by SILEX 
GLASS COFFEE MAKERS 


LIDO the most. popular SILEX 


The big swing in coffee makers is to 
Silex, which makes coffee untainted 
by metallic corrosion. But better 
coffee is not the entire story. Silex 
models are beautifully designed, and 
built of enduring brass. Lido, in four, 
six and eight cup sizes, lists at 
$8.95 to $9.95 


Le x gave. (America Better offes 


‘Trade Mark Res. U. Pat. Onice 
THE OR:GINAL CLASS COFFEE MAKER 


THE SILEX COMPANY 
80 Pliny Street 

HARTFORD 
CONN. 


PROFIT MAKING 
SPECIALTY 


—Quick Selling 
—Meets a Real Need 
—Moderately Priced 


Distributors and dealers: Here's a 
profitable electrical specialty you can 
sell to homes, farms, stores, restau- 
rants, country estates, camps, florists, 
factories, orchards, storage ware- 
houses, ete. Folmer Electracide 
Insekillers—electrical devices to con- 
trol pestiferous and destructive insects. 


Many distributors and dealers are 
making volume sales. These products 
are entering their best selling season. 
Wire or write for the complete story. 


FOLMER ELECTRACIDE CORP. 
135 Mill St., Rochester, N.Y. 


YES SIR! 


Utilities ana Dealers 


Save money on Electric 
Range replacement coils 
made to your own specifi- 
cations. Write for detailed 
information. 


We also manufacture 
THERMADOR Fan-type AIR 
HEATERS and THERMA- 
DOR WATER 

HEATERS 


, “Seven Leagues 
Ahead” 


THERMADOR 
ELECTRICAL MFG. CO. 
116 Llewellyn St., Los Angeles 
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“But 


An Advertisement 


By Frank B. Rae, Jr. 


DAMMIT 


IT CAN'T BE FILED” 


W ssa N we showed Paul Zimmer 

in the new format of Electrical 

ng he wrinkled the 

a negative 

filed.” 

l'o which we piously replied, 
God!” 

For that’s 

business 


brow 
“Dammit,” 
sCZZE it can't be 
*Thank 
been the trouble with 
papers—they were easy to 
file, hard to read Che new Electrical 
Verchandising is easy to read, hard 
to hie 

And that is the 
this chan 


whole reason for 


* 
Business must be mace 


both buver and seller 


easier for 
By this we mean that the buyer 
absorb the facts 
and implications of our 


niust be enabled to 


merchandise 


in ways which are easy and conve 


nient for him, and that the seller must 


he enabled to consummate the sale 


fewest words and least expenditure 
of physical and financial energy 

It is never easy, seldom convenient 
and often impossible for a buyer to get 
ill his facts verbally 

To create a 


fantastic imaginary 


unple, let us suppose that I want to 


ine of wash 
would be 


take on the agency of a 
ing machines It quite a 
chore to call in the representatives of 
the fiftv-one washing machine manu 
facturers in this country, listen to their 
remember and 


their fiftv-one 


m Salcs tales, 
Varieties «ot 


ml argument and arrive at even a 


fair wuc is to which of the fiftv-one 
li would hest adapt itself to my 
loca n«litions In fairness to myself 
| vould have to concede each sales 
man an average of at least half a day 
vy ti which means that I would 
pend solid month domg nothing 
else than make this selection Fur 
her, in making the selection I would 


ip twenty-five and one-half 
salesman days which would cost the 
manufacturers as a group pretty close 
to $750.00 in salaries, expense, sales 
management and overhead 
Presuming that I sell a 
week this means, in round figures, that 
it would cost the 


washer a 


machine 
industry $12.50 per unit for 


washing 
sales 
ilone to get their clothes-sloshers onto 
mv floor, and if I value my own time 
and personal overhead at $15.00 a day 
it would cost me another $8.00 per 
unit 

Then, to carry this ridiculous imag 
inary example a step farther, let us 
suppose that the housewife is equally 
keen to make the very best selection 
if the fiftv-one washing machines. It 
would mean that fiftv-one 


would have 


salesmen 


to push her doorbell, go 


through fifty-one 
routine. The cost of such proceeding 
would be very much more than the 
retail price of the finest household 
washer made. 

* * 

When you add these figures up they 
just don’t make sense, but I have pur- 
posely invented an absurd example to 
emphasize the truth that we can't do 
business today on a personal salesman 
ship basis alone 

No buyer can afford to buy that way. 

No seller can afford to sell that way. 

And so the inescapable conclusion 
1s 

Business must advertise or perish. 

For only by advertising can we 
make it easier for the buyer to buy, 
easier for the seller to sell. The ad 
vertisement may be in the form of 
printed words, demonstration, static 
display, back-fence gossip of satisfied 
billboards or that large 
classification known as what-have-you. 


customers, 


The point we reiterate and emphasize 
is that must 
perish 


business advertise or 


* * 
Electrical 


cerely 


Verchandising very sin 
believes that the best form of 
advertising is by the printed 
Just as the teacher must be 
mented by the text-book, 
man must be 


word. 
supple- 
so the sales- 
supplemented by text 
which tells his sales truths. This fun 
damental fact applies to all classes of 
salesmen—manufacturers, wholesalers, 
retailers 

Electrical job has 
been to present this sales text in pal- 
atable form, easy on eye and_ brain 
The magazine you hold is just another 
step in that direction. We believe it is 
a long step in that direction. We be- 
lieve it will make it easier to buy and 
easier to sell electrical merchandise. 

So to our readers we say 
through this issue 


Verchandising’s 


Thumb 


\t a quick glance you learn vital 
facts about certain merchandise, and 
that makes it easier for you to buy 
\t the quick glance you learn 
new ideas on advertising, display, sales 
planning, management and all the fac- 
tors that make up the generic 
“merchandising” —and_ that 
easier for you to sell 


same 


word, 
makes it 
To our advertisers we also say: 
Thumb through this issue. 

It brings your advertisement easily 
and emphatically to the trade’s atten- 
tion, opens their mind to your basic 
message, takes a tremendous burden 
from your salesmen who must person 
ally contact them 

It does this because, as Zim said, 
“Dammit, it can’t be filed.” 


Electrical Merchandising 


A McGraw-Hill Publication 


330 West 42nd Street, New York 


Member ABC & ABP 


McGRAW- HILL PUBLISHING COMPANY, INC., 330 WEST 42d STREET, NEW YORK, N. Y. 


Philadelphia; Clevelar Detroit; St. Louls; Boston 


: Greenville, 8. James H. MeGraw, Chairman 


of the Board; 


Vice-President: Harold W. McGraw, 


varieties of sales 


Vice-President ; 


Statistical Barometers 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL APPLI- 
ANCE SALES AND ELECTRICITY SALES PLUS STATISTICS PERTINENT TO 
THE OPERATION OF AN ELECTRICAL APPLIANCE SELLING BUSINESS 


WASHING MACHINES 


Sales reported to the American Washing 
Machine Manufacturers’ Association by its 
31 member manufacturers : 


APRIL 1934 
April 1933 
March 1934 ... 
February 1934 
January 1934 
Saturation, January 1934- 
or 43.9% of total wired homes. 


VACUUM CLEANERS 


Sales estimated by the Vacuum Cleaner 

Manufacturers’ Association : 

MARCH 1934 78,475 floor cleaners & 
23,461 hand cleaners 
$3,340 floor cleaners 

(no data on hand cleaners) 
54,000 floor cleaners & 
11,908 hand cleaners 

January 1934 ...... 45,006 floor cleaners & 

14,802 hand cleaners 
Saturation, January 1934—9,643,568 homes 
or 48.5% of total wired homes. 


March 1933 ..... 


February 1934 


HOUSEHOLD REFRIGERATORS 


Sales of household electric refrigerators 
estimated by the Electric Refrigeration 
3ureau with the assistance of the National 
Electrical Manufacturers’ Association : 


APRIL 1934 .. 266,264 sold* 
April 19338 127,917 


March 1934 .... 151,668 
February 1934 82,439 
January 1934 35,212 


*All-time record month. 

Saturation, January 1934—4,900,000 homes 
or 24.6% of total wired homes 

Individual manufacturers’ sales— 

General Electric—May 1934 orders run- 
ning 300% ahead of May 1933. 

Kelvinator—April shipments totaled 57,- 
245 units, highest monthly record in com- 
pany’s history 

Leonard—Shipments for first half of fiscal 
year ending in March 1934, were 78% 
greater than during corresponding half of 
last fiscal year. 

Norge—April shipments of 
set a new monthly 
manufacturer. 


26,402 units 
sales record for this 


OIL BURNERS 


Sales of household electric oil burners as 
reported by 149 manufacturers to the Bureau 
of the Census, Department of Commerce: 


MARCH 1934 3,480 shipped in the U S 
March 1933 2,492 shipped in the U. 
February 1934 1,703 shipped inthe U.S 
January 1934 1,971 shipped in the U.S 

Satur ation, January 1934—739,500 homes 
or 3.7% of total wired homes 


Individual manufacturers’ sales— 

Cleveland Steel Products—Toridheet ship- 
ments for the first four months of 1934 in- 
creased 310% over the same period in 1933 

Timken Silent Automatic—During the first 
four months of 1934, 91% more oil burners 
were sold than in the same period last year, 
while sales through dealers increased 167% 
in the same period. 


GOVERNMENT SURVEY 
OF 26 CITIES 


The Electrical Equipment Division, Bureau 
of Foreign and Domestic Commerce, has 
made a preliminary tabulation from the Gov- 
ernment’s Real Property Inventory and finds, 
for 26 communities in various parts of the 
country the percentage of homes using elec- 
tricity for lighting and for cooking and the 
percentage of homes using mechanical refrig- 
eration : 


Total 
dwelling 
CITY units 
New England 
Nashua, N. H 7,969 
Burlington, Vt 6,518 
East North C entral 
16,407 


West North Central 


Springfield, 16,200 


Fargo, N 7,467 
Sioux Falls, 9,240 
Lincoln, Neb 23,242 
South Atlantic 
3,785 
Hagerstown, Md 8,149 
17,911 
East South Central 
West Nouth Central 
27,792 
Baton Rouge, La. ...... eedverer 7,692 
Mountain 
10,627 
5,619 
Albuquerque, N. Mex 7,820 
14,392 
6,194 


IRONING MACHINES 


Sales of household electric ironers re- 
ported by 19 manufacturers to the American 
Washing Machine Manufacturers’ Associa- 
tion : 


3,558 portable & 
10,336 table type 

895 portable € 
3,122 table type 
5,492 portable & 
6,326 table type 
4,224 portable & 
4,978 table type 
2,461 portable & 
4,365 table type 
Saturation, January 1934—801,450 homes 
or 4% of total wired homes. 


March 1934 
February 1934 ..... 
Janmmary 1984 


ELECTRICITY USED BY HOMES 


Monthly sales of electrical energy to 
American wired homes as reported to the 
Edison Electric Institute : 


MARCH 1934 ........ 1,055,511,000 kw-.hrs. 


February 1934 ....... 1,122,776,000 kw-.hrs. 
January 1934 ........ 1,243,962,000 kw-.hrs. 


Average annual consumption by 
homes : 


wired 


Year ended Mar. 31, 1934...... 608 kw.-hrs. 
Year ended Mar. 31, 1933...... 596 kw.-hrs. 


Average monthly electricity bill paid by 
wired homes : 


Year ended Mar. 31, 1934.... err 
Year ended Mar. 31, 1933.... 


Average residential electricity rate : 


Year ended Mar. 31, 1934.. 5.44c¢ per kw.-hr. 
Year ended Mar. 31, 1933 5.58¢ per kw.-hr. 


AIR CONDITIONING 


Edison Electric Institute’s Air Condition- 
ing Subcommittee has just published a com- 
prehensive report containing practical in- 
formation to help utility companies in the 
promotion of an increased use of air condi- 
tioning. Independent dealers and distributors 
will, however, find much of value in the re- 
port. Interesting is the evidence of the 
co-operative basis on which the utilities are 
promoting air conditioning equipment. 

All of the companies reporting have some 
form of dealer co-operation in effect on Air 
Conditioning, although the extent of this co- 
operation varies to a considerable degree 
the percentage using the various forms being 
as follows: 

Per Cent 
Educational or General Advertising 67 
Engineering Assistance 59 
Assistance in Closing Sales 
Use of Utilities. Demonstration Room 
Use of Utilities. Sales Floor and Win- 
dows for Displays 


Cc arrying of Customer's Time Payment 
Contract 


In addition, the companies furnish to the 
dealers leads obtained through their adver- 
tising, etc. In the case of those selling direct, 
ot course, these leads are usually only fur- 
nished when the utilities equipment does not 
cover the prospects’ requirements. In con- 
nection with the above, it is interesting to 
note that in the use of sales floor and win 
dows, only one of those companies selling 
direct have this form of co-operation. 

Copies of the complete air conditioning 
report are available from the Edison Elec- 
tric Institute, 420 Lexington Ave., New York, 

Y., at 75c. to members and employees, 
$1.85 to non-members in the United States, 
and $2.00 to foreign countries. 


> having 


% using % using mechanical 
electricity electricity refrigera- 
for lighting for cooking tion*® 

95.3 0.3 14.5 
97.6 3.2 16.1 
92.4 0.2 14.2 
85.7 0.7 

97.5 0.2 

97.5 38 

97 0.4 

87.8 4.5 

94.5 3.2 

6.5 

82.7 2.1 

49.8 10.2 

64.6 0.2 

68.3 0.2 6.4 
72.3 0.1 16.7 
70 “2 13 
71.7 8.2 10.1 
83.6 0.6 13.2 
99.1 10.3 9.3 
96.7 29.6 20.1 
90.9 0.5 14.4 
90.7 11.5 12.5 
87.7 0.9 14.4 
91.6 0.7 20.2 
96.1 21.5 22 
74.7 8 10.8 


*Mechanical refrigeration includes both electric an gas refrigeration. 


Offices: 
an Francisco 


520 North Michigan Ave., 
1 House, Aldwych, London, W. C. 


Chicago; 883 Mission St., 
2; Washington ; 


Aldwych 
Malcolm Muir, President; James H. McGraw, Jr., Vice president and Treasurer; Mason Britton, Vice-President; H. ¢ armelee, 
B. KR. Putnam, Secretary 


washers 
washers 
1.355 washers 
278 washers 
203 washers 
25,693 homes 
} 


There are big dollar profits in that customer list 
of yours and in other homes in your vicinity— 
FOR YOU .. . if you add Timken Oil Heating 
equipment to your other lines. Automatic Oil 
Heating is just entering that period of rapid 
growth and greatest profits, which has come and 
gone with other appliances. Out of every 
TWENTY-FIVE homes, according to national 
averages, TWENTY-FOUR are prospects for 
automatic oil heating. And that means prospects 
for Timken Silent Automatic, because Timken 
has led the field for years in public preference, 
quality and sales. 


Returning prosperity will mean the consumma- 
tion of many delayed Timken Oil Heat installa- 
tions. Selling them is a specialty organization 
job. You are set up for specialty selling. 


Timken offers you proved products, the sales 
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power of a great, magnetic name, successful sales 
and advertising codperation, and the lowest prices 
in our history. And every Timken installation 
permits you to make a real profit. 


Here’s a chance to make profits as well as sales— 
to add a new, live, up-and-coming line of national 
reputation! Now is the time to line up! Mail 
the coupon at once for details of our proposition 
to Dealers. The Timken Silent Automatic Com- 
pany, 170 Clark Avenue, Detroit, Michigan. 


GET THE FACTS! 


The Timken Silent Automatic Co. 
170 Clark Ave., Detroit, Mich. 


Please give me complete details of your dealer proposition. 


" ea already have a radio, an electric refrigerator, 
@ washing machine, a vacuum cleaner... 


TOGETHER 


ALONG THE COPPER TRAIL 


Some twenty years ago Kelvinator —an infant 
industry — was pioneering domestic electric refrig- 
eration — was battering through the barriers of 
habit, prejudice and plain indifference. 


At the same time, another group — Central 
Station men—in a far greater and already well 
established industry sensed the load potentialities 
in electric refrigeration. With the courage of their 
convictions, they put out a helping hand— 
pioneered the merchandising of load-building 
units through departments of their own. 


That was the beginning of a common trail. In 
those days were formulated those policies of asso- 
ciation between Kelvinator and Public Utilities 
which have been so mutually beneficial. And, down 
through the years, there has been no deviation 
from these policies of whole-hearted cooperation. 


To-day, with years of experience, with the finest 
plant in the industry, with a record of steady 
growth that has known no set-back, Kelvinator 
continues energetically to subscribe to that basic 
policy of cooperation with the Public Utility. 


KELVINATOR CORPORATION 
14250 Plymouth Road, Detroit, Michigan. Factories 
also in London, Ontario, and London, England. 


(883) 
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